
Itheights never before reached by a man-made 
tricture, KWTV's new tower now pierces television's 
tritosphere. In OCTOBER, OKLAHOMA'S NO. 1 

rVSTATION with its 1572-FOOT TOWER and 316,000 watts 

1 

>oyer will capture more viewers and more sales for 
JC^rertisers than you (or we) can imagine. 
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PET DAIRY PRODUCTS COMPANY DOES A COMPLETE JOB.,, 

WMBG 

WCOB 
WT¥R 



SO DO HAVENS AND MARTIN, Inc. STATIONS .. .J 



I 




Maximum power — 
100,000 watfs af Maximum HcigfiN 
1049 fccf 



PET Doiry Produces Campany hos alwoys been 6 
pioneer in finding new uses for the products of 
America's daily farrps, improving their quolity 
and increasing their consumption. The company 
continu&s intensive scientific research ond with 
equol diligence, continues in its efforts to improve 
odvertising and merchandising techniques, 

That's port of a complete job; o never-ending 
effort to find newer and better techniques. 
By doing o complete job in pragroming entertoin- 
ment ond public service, Hovens & Martin, Inc., 
the pioneer in Virginia, continues to build even larger 
and more loyal oudiences thot mean sales results 
from Richmond to the rich areos throughout Virginia. 
Join the other odvertisers using WMBG, WTVR and 
WCOD, the First Stations of Virginia. 



WMBG AM WCOD WTYI! 



FIRST STATIONS OF VIRGINIA 

Havens & Martin Inc. Stations are the only 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
WTVR represented nationally by Blair TV. Inc. 
WMBG represented nationally by The Boiling Co. 




BBDO tops in tv 
talent billings 



Net radio study 
to be searclbing 



Committee 
of veterans 



2-yeair ratings 
study due soon 



Taped commercials 
part of F&P pitch 



On basis of sponsorship announced by presstime BBDO is agency with 
biggest talent and produ c tion stak e in n etwork tv. Agency's average 
talent billings for ' 54- ' 55 season ( Sept ember- June) will be an esti- 
mated $336,000 weekly. (Costs of non-weekly shows are included in 
average by prorating them over 39 weeks. Participations are not 
included.) Y&R is second with $285,000 weekly; JWT third with 
$260,500; McCann-Erickson fourth with $162,800; Leo Burnett, Chicago, 
fifth with $129,500. Others among leaders on talent basis are: 
Blow, Dancer-Fitsgerald-Sample , Benton & Bowles, Kenyon & Eckhardt , 
William Esty, SSCB. For complete list of tv show costs see p. 41. 

-SR- 

NBC Radio affiliate committee undertaking study of network radio is 
set up to do searching job. At least 3 months will be spent evaluat- 
ing today's network mode of operation and possible alternatives. 
Stations may be assessed to provide for hiring experienced industry 
people to gather facts under committee's direction. Network will 
open up its books to c o mmittee. 

-SR- 

Committee is as veteran a group as you could assemble. Members are 
Wayne Coy, KOB, Albuquerque (ex-chairman of FCC) ; Walter J. Damm, 
WTMJ, Milwaukee; Ralph Evans, WHO, Des Moines; J. Leonard Reinsch, 
WSB, Atlanta; Edwin K. Wheeler, WWJ, Detroit. They'll study every 
aspect of affiliation agreements, may also probe whether net radio 
should be made even more flexible for clients. Committee will go 
over some of same ground explored in SPONSOR article this issue 
called "Where does network radio go from here." See p. 44. 

-SR- 

Long-awaited first report of ARF committee on ratings will probably 
be out before fall is over. Committee began 2 years ago after series 
of ratings disputes arose, never expected to deliberate so long. Re- 
port suggests standards for various rating techniques. All rating 
services have long since seen report, may already have been influ- 
enced by it. But you can still expect some fireworks when publica- 
tion comes. 

-SR- 

Presentation soon to make rounds will give admen chance to hear out- 
standing spot radio commercials on tape. Free & Peters is showing 
agencies, clients way to use spot radio in which musical trademark 
provides identity for campaign while allowing varia t ion to fit type 
of audience reached. Among examples on tape: Atlantic Refining, 
Camay, Carling's Beer, (See story p. 56.) F&P will make tapes of 
local commercials too for stations to use. Next step for industry? 
Library of radio commercials to aid copywriters. 



sl'ONSOIi, Volume 8. No. Is, a September 19.')4. I'l'blislied biweekly by SPOXSOIl Publications, Inc. Executive, Editorial, .\dvertisi7ig. Circulation Offices, 40 E. 4!tth St., .Xew 
Vork 17. Printed ^t 3110 Elm ,\\e- lialtiniovc, Md. $S a year in $0 elsewhere, Kntered as second class matter 29 Jan. 1949 at Baltimore Dostofflce under Act of 3 Mar, 1879 
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Hassle over 
wrifcr-producers 



Will-fhey-buy-it 
commercials test 



Can't tell shows 
without scorecard 



When 'worst' slot 
can be 'best' 



Keen interest 
in QRC 



Liaison 
ad infinitum 



Behind-scenes hassle is on at some agencies over v/ho produces tv com- 
mercials. Copy writing department frequently feels results are best 
if man who writes commercial follows through on set. Television pro.- 
duction departments just as frequently don't care for idea, 

-SR- 

Look for announcement soon by research firm of new way to test comr 
mercials under conditions simulati n g sales situation. Method goes 
beyond factors like retention of sales points, seeks whether they'll 
buy after being exposed to commercials. 

-SR- 

Tv this fall will keep viewers gaping at succession of high-powered 
Spectaculars and near-spectaculars, will also be most irregular sea- 
son of any network year. It'll take plenty of on-air ^ newspaper and 
fan magazine promotion to tell 'em where to tune. 

-SR- 

Item in 9 August issue quoted Starch organization on worst spot in 
general for commercials. At show's close, said Starch, based, on ex- 
perience in analyzing dozens of commercials for its clients. A. C; 
Nielsen executive dipped into minute-by-minute audience curves to add 
this qualification: "Final commercial can have greatly increased 
audience if your show precedes a h igh-rated program. Frequently au- 
dience starts to shift over to 'Lucy', say, before show starts." 

-SR- 

Admen are watching formation of Quality Radio Group with interest. 
QRG, which held organizational meeting in Chicago last week* will 
include 3 dozen or more major radio stations. It will offer shows 
on tape to be placed in prime time, will be convenient to buy through 
its own sales organization. As agengy buyer pointed out to SPONSOR, 
clients are more conditioned to b uy ing spot-placed _.shows today through 
experience in tv where spot-placed film shows are so frequently used. 

-SR- 

Interesting sidelight on multi-sponsorship in television today is 
fact that competing agencies must work together far more often than 
in past. Shows with 3 or more clients from different agencies re*- 
quire liaison particularly on matter of how many markets go on net- 
work list. It's case of having 3 or more agency timebuyers work out 
decision each time question of added market comes up. 



\eio ttritiottril spot rrirlio and tv business 
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Block Drui; Co. Jersey 

City. N) 
Block Dfu? Co. Icrscy 

City. N) 
Block Drui! Co. Jersey 

City. Nl 
Clicquot Club. Millis. 

Ma'-i 

Cult Oil Corp. Pifls- 

burgh Pa 
Pjn Amcric.in Colfcc 

Bureau. NY 



PRODUCT 



AGENCY 



STATIONS-MARKET 



CAMPAIGN, stort, dufotion 



Amm-i-dcnf toothpaste Harry B. Cohen, NY 



Poll-Crip 

Py-Co-Py Toothbrush 
Cannea soft drinks 
Gasoline 

Coffee promotion 



Cecil & Presbrcy, NY 

Harry B Cohen, NY 

Cunningham 0 Walsh, 

NY 
Y&R, NY 

Cunningh.im & Walsh, 
NY 



107 mjjor mkts 

12 tv mkts 

^ test mkts 

5 New England mkts 

50 mkts 

22 tv mkts 



Tv; 25 min film anncts a wk; 1 Sep; U 

wks "over 5500,0001 
Tv: 20-, 60-sec film anncts; end Jul; 13 

wks 

Tv; min film anncts: 1 Aug: 13 wks 

Tv min partic in Kid shows: end Aug. 
20 wks 

Radio: min anncts: 15 Sep: 13 wks 

Tv: 2-5 min film anncts a wk ; ^ Oct; 
26 wks 
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Covers a vast, prosperous territory — a rich target for your advertising dollar 

WGAL-TV PRIMARY MARKET 

TV sets 554,915 

families ........ . , 803,200 

effective buying income .$4,226,847,000 

retail sales $2,654,371,000 

COVERING 



STEINMAN 
STATION 

Clair McCollough 
President 



York 

Hanover 

Gettysburg 

Chambersburg 

Frederick 



Harrisburg 

Westminster 

Hagerstown 

Sunbury 

Lewistown 



Reading 

Carlisle 

Martinsburg 

Pottsville 

Lewisburg 



Lebanon 

Coatesville 

Shamokin 

Huntingdon 

Waynesboro 



Representatives 



MEEKER TV, INC 



New York 
Los Angeles 
Chicago 
San Francisco 
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ARTICLES 



DEPARTMENTS 



<r show costs: iclii/ <'»«*•/ ifciil throtujh the roof 

Nighttime net tv rhows are up 25*7 over last year; the new spectaculars cost 
about $300,000 for time and talent. W*^-t s pushing up costs? Article gives 
explanation, lists all network tv sponsored shows with costs 

What next Hor tietworh rml'to? 

what do the next two or three years hold for network radio? SPONSOR tries to 
answer some of the long-range questions admen have been asliing about the 
medium, rounds up frank views from top-level network executives 

the butter man, switches to radio 

For years. Hotel Bar butter stuck faithfully to newspaper advertising. Then 
early in 1954, the firm tried radio announcements in the New York market. To- 
day, bulk of budget goes into radio I.D.'s and station breaks 

ISardahl hauls in more lottt via the liifht touch 

As a take-off on ever-popular mystery programs, Bardahi Manufacturing of Seat- 
tle runs tv commercials fefl*uring cartoon gangsters. Sales rose 35% tliis year 
for this gas and oil additive designed to clean engines 
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AGENCY AD LIBS 
TIMEBUYERS 
49TH 8. MADISON 
NEW 8. RENEW 
MR. SPONSOR, J. Ohrbach 
P. 5. 

NEW TV STATIONS 
TOP 20 TV FILM SHOWS 
TV RESULTS 
ROUNDUP 
SPONSOR ASKS 
AGENCY PROFILE, J. B. vort Uri 
RADIO COMPARAGRAPH 
NEWSMAKERS 
SPONSOR SPEAKS 



4H 



SPOMSOli t'i.sil.s- Sive C S. u{/encies: I 

Th Is Summer, a SPONSOR editor paid visits to five advertising agencies in the 
Northwest and Midwest, studied their operation, approach, atmosphere. Here 
are over-all impressions; also details on one agency in Spokane oO 

Tv IHctiouartf / llattdbooU for Sponsors: III 

If you don't know a "gobbo" from a "gobo," then the Tv Dictionary is for you. 

More terms and definitions clarifying special language of the tv industry 52 

Tips OH shttwitttf Hour product to best mdvatttatfe 

Whether you sell broilers or bobby pins, you will undoubtedly learn something 
valuable from this illustrated feature showing how to best present a variety of 
products on tv. Material is part of Herb True's Dictionary Handbook 54 

Spot radio's creative salesuieu 

With new emphasis on creative selling, radio reps are developing presentations 

which give the client detailed market guidance plus campaign ideas .jfi 
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Vff/ro liadio Sectitm: I 

SPONSOR makes its annual examination of the Negro market, taking a close 

look at its current slie, income, location and how to best reach it by air — •'' P'' 

SI'O'SSOK visits Sive V. S, atjeucies: II 

The spotlight turns on the Marshall Robertson agency In Denver and Boiell ^ ,j ^ 

Jacobs in Omaha for the second article in this cross-country series »"^^ Sept, 
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KTHS 

an even sell 

INSURANCE 

in Arkansas! 



HEN you buy time on KTllS— the only 
,(,0-watt station in Arkansas — you naturally 
\:p t real results — even if you are selling; such 
lit "products" as auto and fire insurance, 
■'le we're proud of this quote from W. Judd 
vv't, Advertising Director of the ^IFA [Mu- 
tt Insurance Company, proving that KTIIS 
•lin-s — and then some! 

'During our first year with KTHS and Bill 
Neel's noontime news, the volume of MFA 
Mutual's new business increased 195%! An 
expanded agency force contributed to this 
lilicreased volume, but a large share of the 
credit is justifiably deserved by KTHS and 
Bill Neel." 

KHS delivers primary da,ytime coverage of 
iH than a million people — interference-free 
vvme coverage of more than 3I4 million 

i]e! 

Ac your I'.ranham man for all the KTIIS 



I 




KTHS newscaster, Bill Neel, chats with Carroll Fenton, 
a young fan, while W. Judd Wyatt, MFA Mutual 
Insurance Company Advertising Director, looks on. 



50,000 Wails , , , CBS Radio 



Represented! by TKe Branham Co; 
Under Same Management as' KWKH, Shrevepori: 

Henry Clay, Executive Vice PresWent 
B. G, Robertson, General Manager 
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KTHS 

BROADCASTING FROM 
LITTLE ROCK, ARKANSAS 





Today, 24 television stations have received shipment of their RCA 50-Ki 
transmitters. And, just like the station pictured here, (15) of these high povJ 
TV transmitters are already on-the-air and producing "saturation" covera 
These stations knew they could "plan ahead" for BIG MARKET COVERA(j 
with confidence. Now they are profiting — through RCA's ability to . , de;s 
, . manufacture ... . . .and DELIVER . n, * high-power ejquipment, 

Take advantage of RCA's 25 yearo experience in designihg and building hijj 
power equipment. You too can make your plans with assurance. Ask your R\\ 
Broadcast Sales Representative to help you plan a completely- matched systerrj 
from the transmitter to antenna. In Canada, write RCA-Victor, Ltd., Montrgl 



RCA 50-KW 
VHF Transmitter 
in operation 

at WCAU-TV, Philadelphia 
one of the fifteen "RCA's" 
now on*airi 



ye 




gooa Hi OBBy 



BBBO BBSy 




RADtO CORPORATION of AMERl€A^ 



MN&INMMRtMG PRODUCTS DIVISION 



CAMDEM.fftJLX 




of RCA "50's" 



(ere^s wh^ RCA SO-KW 
ansmitter^ are tht 
inerwhelming choice: 



nil 
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RELIABLE 

RCA 50-KW equipments are built to operate 
with " day-in day-out " reliability. (Ask the 
RCA-eqiipped 50-KW VHF stations already 
on air.) 

CONSERVATIVE DESIGN 

RCA 50-KW VHP's deliver a full 50 kilowatts 
of peak visual power— measured at the out- 
put of the sideband filter . You get full power 
output on both monochrome— AND COLOR, 
with power to spare! 

SATURATION COVERAGE 

An RCA 50-KW VHF, operated in conjunction 
with an RCA Superturnstile Antenna, is cap- 
able of "flooding" your service area with 
STRONG SIGNALS— close in arid far out! 
With standard antennas, RCA 50 KW's can 
develop 316 KW ERP— with power to spare. 

AIR-COOLED 

RCA 50-KW VHP's are all air-cooled. You 
save on installation costs and maintenance. 
Visual and aural P.A.'s use conventional^ RCA 
power tetrodes (Type 6166). 

MATCHED DESIGN 

RCA 50-KW VHP's are "systems- matched" 
to deliver peak performance in combination 
with RCA 50-KW antenna systerns. 

COMPLETE SYSTEM 

RCA supplies everything in system equip- 
ment to match the RCA "50-KW" precisely; 
antenna, transmission line, fittings, tower, 
r-f loads, diplexers— and all othercomponents 
needed to put a 50-KW VHP signal on the air. 

SERVICE 

RCA TV transmitter operation is backed up. 
by a nationally famous broadcast engineer- 
ing service organization and an RCA replace- 
ment 'parts service. 



COMPATIBLE COLOR TELEVISION. 



KAKETV 

KLZ-TV 

KMBC-TV 

KOLN-TV 

KTU 

KWTV 

WAAM-TV 

WBAL-TV 

WBTW 

WCAU-TV 

WCHS-TV 




WHBQ-TV 
WHO-TV 
WISH-TV 
WJAR-TV 
WJRT 
WNHC-TV 
WOOD-TV 
WSFA-TV 
WTHI-TV 
WTOP-TV 
WTRF-TV 
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WGAL-TV 
WMINTV/WTCN-TV 



50-KW VHF Power 
Amplifiers at WCAU-TV. 
Air-cooled throughout. 
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home... 



more radios are tuned ta KSDO thari 
any ather statian . . HOOPER. 




n cars... 



mare radios are luned to KSDO than 
any other station . . PULSE. 




more radios ore tuned to KSDO thon 
ony other stotion. 

Let us show you why KSDO is your 
best buy in Son Diego. 
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KSDO 

n» KC SOOO WATTS 



Representatives 
John L Pearson, Ca. New York 
Dqren McGavren San Francisco 
Wall lake Los Angeles 





m Tjl 





by Dob Foreman 

As lieauregard Bream, executive \ ice pre.-ideiil of Snook. 
Crappie & Bream, Ine., the Ma(li^on Avenue ad ageiiey. tell> 
it: "J had ju.'-t dropped in to tlii? hi-tro for a Rhine Wine and 
seltzer. A eouple of youiigsler.- were .standing to my right 
arguing. Couhhrt help overhear from their eo^ver^ation 
that ihey were agencymen. The talk wa.-> flying fa>t and loud" 
ahout elients. The .story then goes ^omething like ihi?: 

"Why is it that tlie stupidest guys in the entire husines- 
worlfl are our elients?" said Young Man A whom we wijl 
call Crew Cut. 

"Yeah, we seem to piek *em," agreed Young Man B whonr 
we will call Old Eli. "That beetle hrain J work with costs the 
agency so much money and insist^ on sueh terrible advertis- 
ing, I wrote a four-page single sjiace memo to my supervisof 
outlining why we should resign the account. X^'^ouldii't he 
surjiri.scd if the management does something ahout it. Wa^ 
a pretty well thought out memo if I say so myself." 

Old Eli smacked his lips. He was a comioissenr of Gibson? 
as well as memos. 

Beauregard partook of a second Rhine \^'ine which seemed 
to give him courage. By now thc^ dialogue next to hiiii had 
reached the incendiary stage. Crew Cut arid Old Eli had 
garroted half a dozen advertising managers, decimated the 
presidents of a score of lea'ding business concerns and skew- 
ered eight or 10 sales managers who bad had the temerity to 
encroach upon the domain reser\ed solely for advertising 
experts. In addition they had courageously I'esigned about 
six million dollars wortli of l)illing which included two half 
hours of prime nighttime on NBC TV and a davtinie strip 
on CBS TV. 

Beauregard was. at that very moment fas he had been at 
all moments for the preceding month) trying desperately to 
pry one single l.S-niinute da\lime segment loose on CBS with 
no vi.-^iblc (or auditory) e\ideiice of success. Therefore, he 
decided it would be O.K. if he entered the convcr>ation. 

"F'cllows.'" he said, "pardon the nnnnblings of an old iiian. 
But before I leave here may 1 offer a thought or two for \an 
lo conjure w ith? 
"Don't worrv 



thing 1 heard 



>aid Beauiegard Bream. "I'll forget csery- 
But nol lill 1 ^ay a few things my-elf. 
"It iMi'l \ery ^mart to get \ ourselve- in the frame of mind 
of re>ignihg aceounis, uidcss. of course, vou got the accounts. 
(I'lease turn to page 64 I 
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nothing "Works iMike " Want manship 

Might-buys become must-buys when the Crosley Group's 
three-way ^NTantmanship gets dollars headed your way. 1, program 

promotion builds maximum audiences for your advertising. 2, talent 
selling adds personality force to your commercials. 3, merchandising 
works with you all the way to the cash register. 

Typically WLW-T, Cincinnati, proves that Crosley 

Group "SNtantmanship moves more merchandise 
faster, at less cost, than any other }^ 
medium or combination. 









WLW 


P 

Radio 


WLW-A 


Atlanta 


WZ.W-C 


Columbus 


WZ.W-X> 


Dayton 


WLW-T 


Cincinnati 



the 



'1954, The Crosley Broodcosting Corporotion 



Exclusive Sales Offices: 

New York, Cincinnati, Dayton, 

Columbus, Atlanta, Chicago ' 
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STATIONS 

are powerful enough 
and popular enough 
to regisfer audiences 
in radio survey rafings 
of bofh Los Angeles and 
San Diego. 

Of these top four, 
KBIG is 

• the only independent 

• the least expensive 

o the lowest cost per 
thousand families 





JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, California 
Telephone: HOIIywood 3 3205 

Not. Rep. Robert Meeker & Assoc. Inc. 




V iticciil »(• lAtvu. Ci'cil X: I'resLrn; .\eu- York, 
says s/tol radio uill afuays be an important medium 
because ol its flexibility and imiitiri. "H e use it 
jor 'fdl-in advertising, tor exam/ile" I'incent tulJ 
si'ONsoH. "That if., in areas where tie cant get 
neticorL clearance or u-here ue need an extra push. 
Quite often, local participating shous are then the 
answer to our problem. Hut 1 do wish reps wouldn't 
try selling us local shows on the basis of mer- 
chandising only. After all, the lime and audience 
are still prime factors.'' 



yiildrvd Fithon. IHow, .\ei<- York, says she's 
kept too busy reshuffling schedules because of rate 
hikes by ti stations. "It would be nice if the Tv 
Code could include a S'l-week minimum rate pro- 
tection," said she. "It might apply to just those 
markets where tv 5c/ saturation is 80'"J or more. Hut 
as things stand note, stations can change their rates 
within either six or even three months and that 
throws a lot of budgets completely ofj kilter." 5he 
points out, too, that these rale increases are 
beginning to afject even Hlue (.hip advertisers.. 



(ii'iiev'iovo Svlifihrt'l. Compion. Seic York, 
keeps looking for better ways to evaluate tt cover- 
age in fringe areas. "This gels to be pretty impor- 
tant," says she, "when you re working with a limited 
budget and are trying to determine whether you can 
cover a certain market with your schedule on an 
outside station or whether you have to buy a sched^ 
ule on the local station to get impact." I sualh, 
she adds, set penetration figures lor Ir fringe 
coverage areas are difficult to iletenuiii.e and audi 
ence figures completely unavailable. 



Jfthn ^IvCorhli'. Sulliian. Stauffer. (.oluell & 
liaylcs. .^ f"K- ^ ork. says that notvadays nearly etcry 
tv shoic involves a multiplicity ot sponsors and 
agencies. Ilenre timel)u\ rrs irom various agencies 
itork clo.-icly together in lining up stations and time% 
"Far cxaniple," so\s he. "In norking on the "^iii 
Cac-ar >li<i\\ for Spcidel (.orp. I was in contait 
itith Krnyon it Eckhordt [for R(..i\ and Dancer. 
Fitzgcrald-^ample < lor .-imrriran (.hicleK hten 
(liter shows arc lined up interagency calls 
continue: stations steh to get on the list." 
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xxTOWER CLOCK r<7 \ 
1^ TIME" /4o,o^ 



"WE BACK THE 

PEOPLE WE SELL 

Eight million people a month ride the 
buses in Rochester, New York. Colorful, 
eye-catching, memory-retaining cards tell 
these bus riders about WHAM adver- 
tisers' programs and products . , . every 
month ... 12 months a year. 

Designed as audience promotion, WHAM 
Radio operates on the theory that what 
helps a sponsor helps the station. 

Bus cards are but a single facet of a broad 
plan of audience promotion. WHAM 
Radio backs its advertisers every step of 
the way to increase sales. 



Sat 




4' 



5^ . 




"FUN 

12^^^ Mon. th 





y Highly 



mi 




RADIO SELL FOR 



[J 



STROMBERG-CARLSON Station, Rochester, N. Y. B«sic NBC • 50,000 watts • clear channel * 1180 kc 

GEORGE P. HOLLINGBERY COMPANY, National Representjativ0 



6 SBPTEMBER 1954 



11 



i 

M 



i 




OPENS TO SRO HOUSE Q]^ 




The guy's great! So good he's sold -out before he begins his show on Labor Day. 
His name's Rege Cordic— and KDKA's got him- warming the heart and tickling 
the funny bone of 108 counties! 

Here's what happens on a typical morning in and around Pittsburgh — all because 
of Cordic! Father, (who hadn't laughed till noon in years!) rolls out of bed with a 
smile! In fact, alarm clocks clang in happy harmony all through the house for 
everyone hais a great awakening with Cordic! And what ever happened to the 
harried motorist in the midst of a morning tie-up? You'll find him chortling along 
with Cordic, too! 

Because Rege Cordic, with his fabulous Company, has created a wonderful world 
of zanies who flit about the show with all the appeal of favorite radio and comic 
strip characters combined. They're informal, breezy, easy to take as a honey tonic. 

They're figments of the imagination, of course — mostly the imagination of the 
head of the "Company." The only straight lines on the show are the weather, time 
and news — ^and even they get a treatment now and again. 

That's how it is these days. Great things are gomg on at KDKA. It's bigger 
and better every day! Top talent, complete coverage, mass audience, potent power, 
starring shows . . . everything you expect — and more — and always the highly 
localized, audience-action-provoking approach of WBC! 

That's the WBC approach, too — top talent, top coverage, top audience, top 
power, top shows. And that about covers it except for the number to call to discuss 
availabilities. Here it is — PLaza 1-2700 will get you Eldon Campbell, WBC 
National Sales Manager in New York. In Pittsburgh call Sales Manager John 
Stilli, GRant 1-4200. 




WESTINGHOUSE BROADCASTING CO., INC, 

KDKA, Pittsburfih; WBZ-WBZA . WBZ-TV, Boston; KYW • WPTZ, Philadelphia; 
WOWO, Fort Wayne; KEX, Portland; KPIX, San Francisco 
National Repr«y!entatives, Free &• Peters, Inc. 
KPIX reprt'sented by Tue Katz Agency, Inc. 




it takes 

TOWER 

and 

POWER 



to cover the Dakota area 

KXJB-TV 

gives you more of both 

Thief R.«r Falls 



/I 




$397 mi. $292 mi. 



In the 100 MV/M area 
KXJB-TV will give you 
27% more people, 23% 
more families; 36% more 
retail sales. 

Uv* inlerconnecttd Sepl. 26\h. 

KXJB-TV 



CBS Primary— DUMONT 



VAUEY CITY 
FARGO 



NO.DAK.BDCST.CO.INC. 
Box 626 Fargo, N. Dok. 

Phone Fargo 4461 
KSJB-600 KC, Jamestown 
KCJB-910 KC, Minof 
KCJB-TV-Ch. 1 3, Minol 
REPS: WEED TELEVISION 




.>i'i'.ssOU invites Ititers to the editor. 
Address 40 E. 49 St., New York 17. 

ALL-MEDIA BOOK 

1 would apprtM.iate very much if 
you would please send a co|)y of your 
AU-Media Evaluation Study to ine 
\siieii ready. 

1 would like to reserve this copy now 
as 1 feel that this was one of the out- 
standing series of articles I ha\e ever 
read pertaining to media evaluation. I 
J)elieve this series has been a great 
contribution to the industry. 

Hakky C. Pick 

Su pervisor — Prin ted Media 

Riissel M . Seeds Co. 

Chicago 



Would \ ou be so good as to send me 
a copy of sponsor's All-Media Evalua- 
tion Study, together with a hill, when 
it is off the press? 

I shall appreciate it if you will. 
I have followed, and preserved these 
articles as they appeared, and consider 
ihem of unusual value, not alone in the 
study of advertising, but also in the 
more significant aspects of public opin- 
ion and communication, especially in 
motivation and audience effects. 

Elmer J. Emig 
Professor of Journalism 
University of Florida 
Gainesville 

• SPONSOir. .Vn-Metlia Etaliialion Study book 
is available at S-t a ropy. \ ou liiav ordrr now 
by wrilins to M) Ea«l 49 St.. .New 'J ork 1 7. 



TV DICTIONARY, HANDBOOK 

As a subscriber. Ed like to make an 
early reservation for one copy of your 
new Tv Dictionary Handbook, when 
it becomes available in book form. 

How does it happen that every time 
one begins to think. "It's about time 
that somebody did a such-and-such. ' 
the "such-and-such'' turns up in spon- 
sor almost immediately? 

Keep up the good work! 

ROIJERT G. Criar 
.\ew York- 



Tv Dictionary Handbook possible ratef 
thanks from the broadcasting industrv 
and from those of us who ever seek 
references for \ideo beginners. To the 
lucid lexicographers of SPONSOR, a 
handbook halo. 

.Marvin Alisky 

Asst. Prof. Radio-Tv-Journalism 
Indiana University, BJoomington 



Will you please reserve and mail to 
the address above a copy of the Tv 
Dictionary/Handbook for Sponsors 
when available. 

Mrs. H. Bakes 

Spacebuyer 

J. J. Gibbons, Ltd. 

V ancouver 

• Sl'O.VSOn'i. Tv Dirtionary/ilandbook U rur. 
rrntly brin^ printed in in>.tallmrnt» In rrifular 
ihKueA. It «*ni br printrd in book form tbia fall. 
The Tv llirlionary wiil br availablr frrr for 
slib^cribrrtt ; rxtra ropii>». S2 rarb. 



SUPER MARKET 

I have just finished reading yaur 
issue of July 26, and the usual con- 
gratulations are in order. Almost any- 
one can do a good job once in a while 
but how you guys manage to do at 
least a reasonably super job in e,very 
issue is almost uncanny. 

Anyway. I would like to have 10 re- 
prints of your article, "Local food, 
chain battles the giants with radio," 
[page 39]. Seems to me that this is ter- 
rific sales ammunition for any am ra- 
dio station. It is particularly impres- 
sive to me because I spent a fair share 
of the winter of 1951 and '52 in Al- 
buquerque and know from personal 
experience how allergic Barber's was 
to radio as late as March 1952.. 

Frank Stubbs 
Station Manager 
KLMS, Lincoln 

• Rfprints of "Loral food rhain battlr» 
tsianin t,itb radio** ro..t lOr racb. Quantity prirrh 
on rf-qur>t. 



Herbert True and (he contributors 
uid consultants thai iiuide sponsor's 



BASICS SECTIONS 

Please send me information ttll the 
cost of reprints of both Tv Basics and 
Radio Basics included in your issue of 
July 12. 1954. I am interested in the 
special price for (juantity orders s-o 
that I may distribute the reprint* tor 
my clashes in radio and television. 

Wesley H. Wallace 

Lecturer 

University of iXorlh Carolina 
Chapel Hill 

• Both Itadio Ua-irn ami Tv B«!ii<'« rout 30r 
for a )*in(ilr rop\ ; 20c carh for 25 or morr 
copi*"!* ; 1 r«rii for 1 OO or morr ropir*. 



SPONSOR 



DRAMA 
O N 

TELEVISION 




TV demonstration dramatizes greater strength 
j and safety of AII-Nylon Cord Super-Cushion 

TiriB by Goodyear, shows that pressure that 
bends a steel wheel leaves tire undamaged. 




TV demonstration dramatizes the closer, more TV demonstration dramatizes the unique ad- 
comfortable shave of the latest Remington hesivenessof Band-Aid Plastic Strips with Super- 
Electric Shaver by shaving the fuzz from a peach Stick. Just touched to an egg, without pressure 
without nicking or cutting the delicate skin. they stick instantly, securely enough to lift it. 



Dramatic demonstratiori tells the product's selling story visually and believably. 
To find how to demonstrate takes a lot of thought, a special ability, and a really 
thorough understanding of what television can do and can't do. 



YOUNG & RUBICAM, INC. 

ADVERTISING m New York Chicago Detroit San Francisco Los Angeles Hollywood Montreal Toronto Mexico City London 
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)onsors 
ride a strong 

vehicle 
when Beffy 

ana Bob 
hit the air- 
lanes with — 



THE WDAFTV KITCHEN KLUB 



BETTE HAYES, 



a Bradley University home economics 
graduate, won severol owords as o Westinghouse demonstrator before 
WDAF-TV discovered her. Bette is a TV noturol. She never reads o 
commerciol. She leorns the product and delivers the advertiser's message 
straight into the comera's eye in her easy mid-western style. 
Bette works in o beautiful, modern kitchen, and Bette is a beoutiful girl. 
But her viewer friends don't envy her. They like her becouse she doesn't 
lolk over them, below them, or to them. She talks WITH them. 



Htri an itnt tietrpts frtm WDAF-TV KITCHEN KLUB'S htavy mail: 



You ore by tar the iweetest litlle homemoker that 1 hove seen on any TV stotion 
and you ore so refreshing— so neot ond you truly moke cooking an exciting and 
challenging affair. Konsos Cify, Missouri 

It is 1 o'clock p. m. ond your daily progrom is just over as usual every doy. I hove 
been listening, enthrolled to every word ... Of course I am just one person who is 
profiting by your priceless cooking directions. If only the young brides or those who 
are not wise in the culinory methods, would listen to you, how much worry, even ex- 
pense, they might sove themselves ... As I believe I told you in o previous letter 
thot I om quite On old lody (93)— the doughter ond grond-doughter ot two good 
cooks ond thought I, olso, knew pretty well how (o cook . . , I hove leorned quite 

0 lot from listening to you. KonSoS CJfy. M'tSSoun 

Ai our house Kitchen Klub time is the TV event of the doy, I om o regulor viewer 
because of the voriely of ideos ond procticol suggestions. After thirty yeors os o 
homemoker , . . one is likely to find ones self in o rut, so your progrom (S on inspiro- 
ilon lo mony of us. OHowo, KonsoS 

We reolly like yoor helper Bob. We hod seen him mony times on the TV newscost, 

but we reolly hod no ideo how nice he wos, until we met him on your progrom. 

It IS |ust like being in the k>tchpn with you. Sf, Joseph, M/SSOUri 

Our Study Club is hovinq o lesson on Fomous Americon Women in Home Economics 
ond Business, ond I hove chosen you os my subject on July 23fd. The Ludlon Study 
Club members oil enjoy your Kitchen Klub very much. Your olso so bright ond 
cherry thot ii is impossible not (o smile all the short holf hour. Ludfofi, Missouri 

1 try ond use the products you odvertise os we en|0y your progrom. 

Offowo, Konsos 

Keep up your good work, good ideos. ond helpful hints. They ore o blessing to us 
housewives. I sometimes throw up my orms in despoir, for I connot get ony new 
ideas OS to whot I should fix for my fomlly for supper . . But since I hove been 
notching your TV shows. It hos given me o new Outlook on life. I now hove some 
n*w wonderful ways to fio our meols. Konsos Cify, Konsos 



BOB KERR has won his place in the hearts ai WDAF-TV 

viewers with his quick, puckish— not cornball— wit. When Bob is not 
performing as general taste-tester, he helps Bette sell products with a 
warm conviction that homemakers odmit they just con't resist. 
Bob won a recent poll conducted throughout the Kansas City area by 
TV GUIDE 10 determine "The local persanality In the Kansas City seven- 
station market Oreo, most deserving ot network recognition,"' 



And her* h -a tampliiiq of tht caiitlttciit partlcl|Mfiii9> 
tpoiiMr company that Rett* and Rob k**p: 



General Foods 
Knox Gelatine 
Safeway Stores 
Weorever Aluminum 
Eotmar Cranberries 
Sunkist 

Procter and Gamble 
Cornotion Ca. 
Lever-L!pton 
Armour & Co. 
Mirro Products 
Pure« 

General Boking Co. 
Louisiono Yoms 
Culligon Woter Softener 
Nestle 



Lee Foods 

Sunshine Biscuit 

Mrs. Tucker's Shortening 

Whirlpool Woshers ond Dryers 

Generol Electric Ca. 

Holsum Products 

Drocket Co. 

Washington Apples 

Wish-Bone Solod Dressing; 

Wolcott Oven Cleaners 

Kerr Gloss 

Minnesoto Mining Co. 
Texos Rice 
Princess Ploce Mots 
Horpel Solod Dressing 



The Kitchen Klub is just one of the outstonding locol progroms produced by 
o stoff of television pioneers on 



WDAFTV 

KANSAS CITY 

The Television Sfafion of The Kansas Cify Sf«r 



Represented by Harrington, Righter, and Parsons 
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FALL FACTS 

1 have just finislied looking over the 
si'ONSOK is^ue of Jill) 12. There cer- 
laiiiK a lot of useful information 
packed in this 26«>-pa<ie issue. 

I am enclosing a check in llie 
amount of 84 for which I would ap- 
preciate eight C()[)ies of the Jnl\ 12 
issue, if they are availahle. 

('.KOHGE D. Coi.EMA.N 
General Manager 
IFGBI-TV, Srranton. 

K V Ira «*i»p ICS of | h »• 12 J u I > 1 9.> t ii v vu -i 
50c each. 



UHF 

Your issue of July 26 has a \ery fine 
article on "How well can uhf sell? 
and we appreciate the mention of 
WAFB-TV in Baton Rouge. However, 
we are wondering if it would be pos< 
sible to correct tlie erroneous informa- 
tion given about Baton Rouge becom- 
ing intermixed in September. The 
Lhannel 2 owners have just finished 
t 'tearing their property and are plan- 
ning to start the building. As y et they 
do not have approval of their tower. 
It is expected that they will be on the 
air sometime early in 1955 and not in 
September. Would appreciate it if there 
is any way you can get this across so 
nil that the advertiser will not think they 
can get a vhf station in Baton Rouge 

I next month. 
Tom E. Gibbens 
Vice President & General Manager 
WAFB-TV, Baton Rouge 



I was very much gratified to see the 
uhf story article in your excellent pub- 
lication and was exceedingly interested 
in reading it. I felt for a long time 
that with few exceptions the broad- 
casting trade press has given uhf a 
pretty raw deal. It is obvious that 
where conversion is the major prob- 
lem uhf faces an almost insurmount- 
able barrier. On the other hand, in 
areas where uhf is predominant the 
problems are more psychological than 
real. Our own area is typical of this 
situation. We have more uhf signals 
available, and for the most part, the 
uhf pictures are better than vhf. In 
?uch areas the technical disadvantages 
and all other problems facing uhf fade 
into insignificance as compared to the 
Igreat psychological barrier which con- 
jfronts us. I know there are vhf sta- 
tions in other parts of the country 
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wliiuli have only a fraction of the set 
circulaMon which we can count in our 
area but they are getting the business 
out of New \ ork. We have to be satis- 
fied with little more than mail order 
a<conuls. On the other hand, isn't this 
proof in itself that a nhf station is a 
good l)n\ for a client when mail order 
accounts j)laced at card rales can be 
made (o pay out for the agency or cli- 
ent? Aside from the fact that there is 
rarely if ever any interference or vari- 
ation in quality of a uhf signal, I have 
never been able to detect any differ- 
ence in a good picture from a \'hf sta- 
tion and a good picture from a uhf 
station. The fact that a uhf signal will 
not tra\ el as far as vhf makes little dif- 
ference to people living in the imme- 
diate area of the station. . . . 

In reading the trade press I some- 
times gel the impression that the au- 
thor ot the particular article never saw 
good uhf reception. There is so nmch 
half-truth, and sometimes outright rid- 
icule, that it borders on absurdity. 
These stories usually wind up by 
damning uhf with such faint praise 
that it is remarkable that any uhf sta- 
tions anywhere have ever been able to 
get any business at all from N. Y. . . . 

Under present conditions, even I 
have little hope for new uhf televi- 
sion operations surviving against the 
competition of several well established 
\hf stations in the same area. This is 
a tragic situation and drastic action 
should be taken to create a remedy. 
However, in areas where conversion is 
not a major problem this biased atti- 
tude about uhf should be eliminated. 
I am sure the trade press did not set 
out to deliberately create this prejudice 
against uhf but it has permitted it to 
grow to its present proportion. A firm 
editorial policy in the broadcasting 
press generally could have (juickly re- 
versed this wave of anti-uhf sentiment. 
One very influential trade publication, 
instead of taking timely and construc- 
ti\e action, can only bewail over and 
over the fact that an organization of 
uhf operators have appealed to the 
United States Congress for relief, . . . 

Congratulations on the uhf feature 
story in SPOiXSOR. It may be a little 
late but it is at least a start in the 
right direction. 

JULUN F. SkINiNELL 
Operations Manager 
WLBR.TV 
Lebanon, Pa. 
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first OdO y... ^Ae/z H O IVI E 



With TODAY, starring Dave Garroway, NBC 
gave network television advertising a new di- 
mension. Flexibility and low cost were its meas- 
urements. TODAY has become the biggest 
grosser in TV. 

Then, to give advertisers the strongest possible 
hold on the nation's homemakers, NBC developed 
HOME, starring Arlene Francis. In six short 
months, HOME has established itself as the out- 
standing woman's service program. 

And now ... with TONIGHT, starring Steve Allen 
(debut: September 27) . . . the advertiser's day 
is complete! Now for the first time, advertisers 
can reach television's late-night audiences with 
"live", top-calibre, network programming. Now, 
for the first time, small change can buy big-league 
nighttime television. 

WHAT'S GOING ON... TONIGHT? From 11:30 p.m. 
to 1 :00 a.m. in the East . . . 11 :00 p.m. to 12 mid- 
night in Central Time zones . . . Steve Allen, the 
brainy, zan\% big-time salesman, master of the 
unfrantic antic, who's as likely to shave, take off 
his socks, or milk a cow, as he is to spin out a 
tune, presides over these great goings-on : 

1) TONIGHT takes America to Broadway during 
its most glamorous hours. It will go backstage 
and out front on glittering opening nights. 

2) TONIGHT brings world-famous stars, critics 
and nightclub entertainers to the hearthsides of 
the nation. 

3) TONIGHT gives the very latest news, weather 
rei)orts and sports results . . . and brings in spe- 
cial events by remote pick-up. 



Like its big brother (TODAY) and sti 
(HOME), TONIGHT offers important new L, 
vision values to advertisers : 



• big-time network TV at low cos-t 

• complete flexibility — you buy onfy as m 
you need, when you need it 

• showcasing of your product by celebriti< 
no additional cost 



I 



# minimal production costs for cbirim^rclat 



• special services by NBC Merchandising D>ia 
ment — unique in the TV industry 

• TONIGHT makes the last ^ommercibl. jrirn- 
sion of the day . . U's the lo$t impmifi^ 
that LASTS! 

TONIGHT'S low advertising costs %k\U be \' J 
lower under NBC's new "T-H-T" Combinal. - 
Discount Plan — which gives you T0]\ 
HOME, aiid TONIGHT, at great savings. T0r3«1 
also offers additional savings under its C^■^^ 
Client Plan — with exceptional advantage f'«i 
the new program's first advertisers., 

TONIGHT, by itself or in combination i^* 
TODAY and HOME, is ready to go to wor f** 
you! Better check with your NBC represent; 




TELEVISIOr 



'1 srn icr oj Radio Corporation of . 



%d now 



t^n ig ht 




ALLEN bramy, zanyMig-time salesman 




(but people spend it!) 



machines 

ke 
money 



The U. S. Uureau of the Census — methodically — has 
compiled a list of 453 different manufacturing activ- 
ities represented in America's industrial economy. 

You'll find 310 of them within metropolitan Cleveland 
— aggressively pursued by some 3,000 companies 
whose vast investment in specialized production 
machinery creates a yearly industrial income of 
five billion dollars. 

By the happy osmosis of business, much of this manu- 
factured money flows back into the three billion-plus 
annual earnings of Clevelanders . . . enough to peg 
their family buyinj^ power at fourth highest amonj? 
all U.S. metropolitan markets. 

Money is a restless commodity — and the more of it 
people have, the more they like to spend it. Whether 
they spend it for what you sell depends upon how 
effectively you persuade them. For this assign- 
ment, we recommend ourselves as the one Cleveland 
television station geared closest to the tastes and 
preferences of Cleveland customers. 

Gears make things move. So does WXEL — a.s many 
advertisers are finding out, week after week, when 
they move in more goods to meet WXEL-created demai 
If you'd like to take part in this profitable 
circulation of dollars (and who wouldn't?), the 
first step is easy as getting in touch with 
the KATZ agency. 

Cleveland 




WXEL 



channel 8 




New and renew 



\imm 
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]\'ew OH Tcleri.s'ioii i\et works 



or kJlN jU;K 


M CIN 1 


STATIONS 


Campbell Soup Co, Cam- 


BbDO, NY 


NBC 


TV 


4 1 


den, NJ 










Carter Prods, NY 


SSCd, NY 


CBS 


TV 


122 


Chrysler-Plymouth Dealers, 


McCann-Erickson, NY 


NEC 


TV 


85 


Detr 










Dow Chemical, Midland, 


MacManus, John & Adams, 


NBC 


TV 


75 


Mirh. 


Detr 








Economic Labs, St Paul, 


Scheideler, Beck & Wer- 


CBS 


TV 


D 1 


Minn 


ner, NY 








Cen Mills, Mpis 


ddJU, Mpis 


CBS 


TV 


r-t 
3 / 


Cen Motors IPontiac!, 


MacManus, John cr Adams, 


NBC 


TV 


55 


Detr 


Detr 








Cen Tire, Akron 


D Arcy, NY 


DuMont 


102 


Griffin Mfg Co, NY 


Bermingham, Castleman & 


NBC 


TV 


90 


Pierce, NY 








II'-- r> ■ — L Il 1 \/. 

Hazel Bishop, NY 


Raymond Spector, NY 


NBC 


TV 


1 3 C 

1 35 


Helene Curtis,, Chi 


Earle Ludgin, Chi 


CBS 


TV 


59 


iS.. C. lohnson, Racine, Wis 


Needham, Louts 0 Brorby, 


CBS 


TV 


7 1 




Chi 








S. C. Johnson, Racine, Wis 


Needham, Louis & Brorby, 


CBS 


TV 


45 


Chi 








Johnson Cr Johnson, New 


Y&R, NY 


NBC 


TV 


90 


Brunswick, NJ 










.Lady Esther, Chi 


Blow, NY 


CBS 


TV 




Lentheric, NY 


C&W, NY 


DuMonf 


26 


Lever Bros (Lux), NY 


JWT, NY 


NBC 


TV 


95 


Lewis Howe Co (Tums), 


D-F-S, NY 


NBC 


TV 


90 


St Louis 










Miles Labs, Elkhart, Ind 


Geoffrey Wade, Chi 


CBS 


TV 


77 


Miles Labs, Elkhart, Ind 


Geoffiey Wade, Chi 


CBS 


TV 


72 


Miles Labs, Elkhart, Ind 


Geoffrey Wade. Chi 


DuMont 




Mogen David Wine, NY 


Weiss & Celler, NY 


ABC 


TV 




kA nncantn C^het m ■ ^ a 1 \ f? 
IVIUIISaMIU ^ lie 1 II 1 t_a 1 , ^1-^ 




CBS 


TV 


20 


Louis 










Pan-American Coffee 


C&W, NY 


NBC 


TV 


49 


Bureau, NY 








Pet Milk Co, St Louis 


Gardner, St Louis 


CBS 


TV 


121 


Pharmaceuticals Inc (Cerl- 


Edw Klettcr Assoc, NY 


CBS 


TV 


T8 


tol), Newark 










Phiico, Phila 


Hutchins Adv, Phila 


ABC 


TV 




Plllsbury Mills, MpIs 


Leo Burnett, Chi 


NBC 


TV 


51 


Ralston-Purina, St Louis 


Gardner, St Louis 


NBC 


TV 


49 


Ralston-Purina, St Louis 


Gardner, St Louis 


NBC 


TV 


44 


Schick, Stamford, Conn 


Kudner, NY 


DuMont 


92 


S..O.S. Co, Chi 


McCann-Erickson, SF 


NBC 


TV 


90 


Tide Water Assoc Oil, SF 


Buchanan & Co, SF 


ABC 


TV 


33 


Warner-Hudnut, NY 


K&E, NY 


NBC 


TV 


136 


Whitehall Pharm, NY 


SSCB, NY 


CBS 


TV 


122 


Yardley of London, NY 


N, W. Ayer, NY 


CBS 


TV 


57 


Renmtvetl on Television IMetivorks 






SPONSOR 


AGENCY 


STATIONS 


Amer Dairy Ass'n, Chi 


Campbell-Mithun, Chi 


CBS 


TV 


70 


Amer Tobacco, NY 


BBDO, NY 


NBC 


TV 


136 


Converted Rice, Houston, 


Led Burnett, Chi CBS 


TV 


83 


Tex 






DuPon.t, Wilmington, Del 


BBDO, NY 


ABC 


TV 




Kellogg COi Battle Creek, 


Leo Burnett, Chi 


CBS 


TV 


52 


Mich 






Lever Bros^ NY 


BBDO. NY 


CBS 


TV 


67 


Pi Lorillard, NY 


Lennen & Newell, NY 


CBS 


TV 


132 


Lorillard, NY 


Lennen & Newell, NY 


DuMont 


26 


P. Lorillard, NY 


Lennen & Newell, NY 


NBC 


TV 


96 


TpnI. Co, Chr 


Weiss & Gelfer, Chi 


CBS 


TV 


58 


Toni X.6, Chi 


Leo Burnett. Chi 


CBS 


TV 


66 



PROGRAM, time, start, duration 

Dear Phoebe; F 9:30-10 pm; 10 Sep; '54-55 
season 

Name That Tune; alt Th 10:30-11 pm; 2 Sep; 

'54-55 season 
It's a Great Life; T 10:30-11 pm; 7 Sep; '51-55 

season 

Medic; M 9-9:30 (3 wks of 41; 13 Sep; '54-55 
season 

Garry Moore; F 10:15-30 am; 10 Sep; 52 wks 

Robert Q. Lewis; W, F 2:15-30 pm segs; 1 Sep; 
52 wks 

Red Buttons Show; F 8-8:30 (3 wks of 4) ; 1 

Oct; '54-55 season 
General Sports Time; Sat 7:45-8 pm & Sun 1:45- 

2 pm; 26 Sept; 12 wks 
Imogene Coca Show; Sat 9-9:30 pm; 10 min <eg; 

2 Oct; 26 progs 
Martha Raye; every fourth T 8-9 pm; 28 Sept; 

'54-55 season 
Robert Q. Lewis; T 2:15-30 pm seg; 7 Sep; 52 

wks 

Life With Father; alt T 10-10.30 pm; 7 Sep; 52 
wks 

Robert Q. Lewis; Th 2-2:15 pm seg; 7 Sep; 52 wks 

Imogene Coca Show; Sat 9-9:30 pm; 10 mm seg; 

2 Oct; 26 progs 
Morning Show; partic spon MtF 7-9 am; 8 Sep; 

260 partic in 52 wks 
Chance of a Lifetime; alt F 10-10:30 pm ; 17 

Sep; '54-55 season 
Lux Video Theatre; Th 10-11 pm; 26 Aug; '54-55 

season 

Imogene Coca Show; Sat 9-9:30 pm; 10 min seg; 

2 Oct; 29 progs 
Garry Moore; T 10-10:15 am; 28 Sep; 52 wks 
Robert Q. Lewis; T 2-2:15 pm; 28 Sep; 52 wks 
Morgan Beatty; M-F 7:15-30 pm; 27 Sep; 52 wks 
Dollar a Second; F 9-9:30 pm; 1 Oct; '54-55 

season 

Morning Show; M-F 7-9 am; 27 July; 104 partic 
in 43 wks 

Today; M-F 7-9 am; 5 Oct; 52 partic In 26 wks 

Life With Father; alt T 10-10:30 pm; 24 Aug; 
52 wks 

Douglas Edwards With the News; F 7:30-45 pm; 
27 Aug; 52 wks 

Coronation of Miss America; Sat 10:30-12 mid- 
night; 1 1 Sep; one time 

Mickey Rooney Show; alt Sat 8-8:30 pm; 28 
Aug; '54-55 season 

Today; partic spon M-F 7-9 am; 4 Oct: 20 partic 

Home; M-F 11-12 noon; 21 Oct; 19 partic 

Pro Football; Sat 8 pm to conci (also some Sun 
aft); 2 Oct; one quarter of 40 games in II wks 

Imogene Coca Show; Sat 9-9:30 pm ; 10 min seg; 
2 Oct; 26 progs 

John Daly; W & F 7:15-30 pm; 6 Aug; '54-55 
season 

Hit Parade; alt Sat 10:30-11 pm; 18 Sep; 26 progs 
Name That June; alt Th 10:30-11 pm; 9 Sep; 
52 wks 

Garfy Moore; P 10:30-45 am; 1 Oct; 52 wks 



PROGRAM, time, start, duration 



Bob Crosby; Th 3:45-4 Dm; 23 Sep; 52 wks 
Your Hit Parade; alt Sat 10:30-11 pm; 11 Sep; 
26 wks 

Garry Moore; F 10:45-11 am; 10 Sep; 52 wks 

Cavalcade of America; T 7:30-8 pm; 28 Sep; '54- 
55 season 

House Party; T, Th 2:30-45 pm; 31 Aug; 52 wks 

House Party; M, W, F 2:30-45 pm; 30 Aug; 52 
wks 

Two for the Money; Sat 9-9:30 pm; 14 Aug; 52 
wks 

Chance of a Lifetime; alt F 10-10:30 pm; 17 

Sep; '54-55 season 
Truth or Consequences; T 10-10:30 pm; 28 Sep; 

'54-55 season 
Godfrey Time; T, Th 10:45-11 am; 31 Aug; 52 

wks 

Valiant Lady; T, Th 12-12:15 pm; 31 Aug; 52 wks 







(See page 2 for New National Spot Radio and Tv Busir\es$) 
In next issue: New and Renewed ion Radio Nettvorks. No' 
lional Rroadrasi Sale* Executives. /Vrtc Agency Appoiiilmenit 



Numbers after names 
refer to N^ew and Re- 
new category 

M.H.Leckner (.3) 

LyleT. Smith ( 1) 

John T. Dewey (.31 

Albert J. Elias (4) 

L. E. Horner (4) 
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^ ,t(f rcr/i.viiM/ /l<yfn<\i/ I'crsoii iiel Changes 



4, 



5, 



NAME 



Bruce Allen 
Warren Ambrose 
Arthur Bindrim 

Ceoree Brown 
Al Cjn'llo 

Richard T. Connelly 
John T Dewey 
Herb Fisher 
William H. FilzSim- 

mons 
George Cale 

lack Harding 
john C. Henry 
Winfield Hoskins 
C. T. M. Jaeger 
Howard Kctting 

I. S. Kogan 
Marsh^ill H. Lcckner 
Linwood C. Lcssig 
loscph Lowe 
)ohn F. MacKay 
Douglas MacNamcc 
Fred McClaffcrfy 
|o McQuillin 
Roger Moran 
Ernest Motyl 
William C. Munro 

|. F O'Kcefe |r 
Maurice C. Punch |r 

Alice Rich 

Edward A. Rodgers 

Maubcrt St. Georges 

Edward L. Segrist 
Rudoloh M. Singer )r 
Harold Weinberger 
Cordon White 



FORMER AFFILIATION 

Zonilc Proas, NY, adv, sis prom mgr 
Leo Burnett, Chi, tv creative dir 
Pans 0 Pearl, NY, acct exec 

|WT, NY, acct exec 

Jacob Ruppcrt Brewery, NY, sports prom dir 

NBC, NY, dir press 

j. R. Pershall, Chi, prodn mgr 

Leo Burnett, Chi, exec 

Ncedham, Louis & Brorby, Chi. exec 

Beaumont b Hohman, Seattle, exec 

7-Eleven Drive-In Fd Stores, Dallas, vp chg mdsg 
KXOK, St Louis, prom, publicity dir 
Ncedham, Louis b Brorby, Chi, iv copy supvr 
Fischer b Porter, res exec 
R&R, Chi, vp b dir 

Product Design b Dcvcl, NY, assoc cd 

BBDO. NY b Pittsb, acct exec 

JWT, NY, adv exec 

Rhoadcs b Davis. SF, acct exec 

Anderson b Cairns, NY. copy chf 

B&e, NY, $f radio b tv writer 

ABC Radio, NY. sis dept 

C. F. Smith Mkts, Detr, radio-tv prog dir 

Earic Ludgin. Chi, acct exec, radio-tv writcr-prodr 

Ccycr Adv. NY, supvr film prodn 

Gallup b Robinson, NY, adv res assoc 

Red Dot Foods, Madison, Wis, dir sis. adv 
Westhcimer-Block Adv. St Louis, creative stt 

Esmond Assoc, NY, media 

Erwin, Wascy, NY, vp chg art dept 

St. Georges b Keyes, NY, pros 

Bozell b Jacobs, mgr KC branch 
R&R, Chi, vp 

Reading Tube Corp. adv mgr 

BBDO. Chi, chg creative dept 



Sponsor Persouuel Changes 

NAME I FORMER AFFILIATION 



Alvin F. Balaban 
Albert J. Elias 



Raymond B. George 
George F. Gill 
Marvin Haas 

Glenn Holder 
Lawrence E. Horner 

William Howlett 

Frederick D. Ogilby 
John M. Otter 
Mrs. Merriom B. Pike 
Raymond A. Rich 
Samuel N. Regenstrief 
Jack Siegrist 

Lyie W. Smith 

J. R. (Bob) Wickstrom 
Wallace R. Wirths 
George J. Zachary 



Gerald 0. Kaye b Assoc. NY distr Crbsley. Bendix 

appliances, prom field rep 
Lever Bros, NY, brand mgr soap div 



Phiico Corp, Phila, vp mdsg 
Miller Brewing. Milw, adv dept 
Arnold Cohan Corp, NY, copy chief 

Maryland Pharm Co (REM), Bait, exec vp 
Alfred D. McKeIvy Co (Seaforth, Black Watch 

toiletries for men), NY, export mgr 
Ncsco, Chi, pres b dir 

Phiico Corp, Phila, vp, gen mgr tv div 
Phiico Corp, Phila, vp chg consumer prod divs 
McCann-Erickson, NY, asst mktg dir 
Phiico Corp, Phila, vp. gen mgr appliance div 
Phiico Corp, Phila, vp mfg, appliance div 
Motorola, Chi, adv mgr 

Borden Co, Chi, Central milk, ice cream district. 

adv mgr 
Miller Brewing, Milw, adv dept 
Alcoa, Edgewater, NJ, pub rels mgr 
Piatt, Zachary b Sutton, NY, partner b exec vp 



NtW Af-)-ILlAl !ON 



tv comml stf 
mdsg b acct exec 4 



B&3, NY, acct exec 
McCann-Erickson, NY 
Blame-Thompson, NY 
div 

B&B, NY, acct exec 

Mahoney b Howard, NY. vp chg tv. put» 

Y&R, NY, asst mgr radio-tv publicity de 

Allen b Reynolds, Omaha, prodn mgr 

John W. Shaw, Chi, dir res 

B&B, NY, assoc acct exec 

Maubert St. Georges Inc, NY (new igen 

chg mdsg, sis analysis, distr planning 
Tracy-Locke, Dallas, acct exec 
Warner b Todd, St Louis, acct exec 
McCann-Erickson, NY. tv comml stf 
Maubert St. Georges Inc. NY, res dfr 
John W. Shaw, Chi, dir bdcsig, telecasttni 

film activities 
Maubert St. Georges Inc, NY, dir pubiici 
D'Arcy, NY, acct exec 
Al Paul Lcfton, NY, dir techn adv 
Scott Henderson Adv, Tucson, Ariz, acct 
Same, creative dir, hd plans bd 
R&R, NY. radio b fv copy chief 
Donahue b Coe, NY, timebuycr 
Bird, Ruse b Urban. Detr. radio-tv dir 
WeifS b Gellcr, Chi, creative dir. acct ti 
R&R. NY. supvr film prodn 
McCann-Erickson ,NY, hd radio-tv secnon 
res dept 

Schwimmcr b Scott. Chi, dir mdsg 
Warner b Todd, St Louis, tcct exec, mtn 
bd 

Maupert St. Georges Inc. NY. chg media e 
Same, creative dir 

Maubert St. Georges Inc, NY (ne«r . 
owner 

Rogers & Smith. Potts-Turnbull, KC, vp « 
Gordon Best, Chi, vp & acct exec 
Maubert St. Georges Inc. NY, copy ch- 
Same, vp 



NEW Af-F-ILlAirdN 
Same, sis prom mgr 

Alfied D. McKeIvy Co (subsid of Vick C\ 
Seaforth, Black Watch toiletries for mc 
mdsg dir 

Same, bd of dir 

Same, asst adv mgr 

Gerald 0. Kaye b Assoc, NY distr ^ 
Bendix appliances, adv mgr 

Same, pres 

Same, adv, sis prom mgr 



'I 



I 



Gen Mills, Mpis, gen mgr 0-Cel-O di» 

prods) 
Same, bd of dir 
Same, exec vp 

Lady Esther, NY, mdsg, prom ex^t 
Same, bd of dir 
Same, bd of dir 

Du Mont Labs, Clifton. NJ, mdsg mgr ti m 
div 

Same, asst nati adv mgr 

Same, asst adv mgr 

Sylvania Elec, NY, pub rels rep 

Lever Bros, NY. radio-tv prodn mgr 



Station Ch^ingest frcp.-s, network affiliation, poiccr increal^cS) 



KBIS. B.tkersfield. Cal, new natI rep Adam Young Jr 
KEYD (radio), MpIs, new oati rep H-R Reps 
KEYD-TV, Mpls. ch. 9, natI rep H-R Tv; to go on air late 
this fall 

KFMB. San Diego, power incr from 1000 to 5000 watts 
KHSL-TV, Chico, Cal, power incr from 12 to 63 kw 
KLIF, Dallas, new rep Clarke Brown Co 
KNOE, KNOE-TV, Monroe, La, new rep Clarke Brown Co 
KOA-TV. Denver; KCSJ-TV, Puebio; KRDO-TV. Colo Springs, 
new rcgl tv net. Gold Nugget Tv; bus address 1625 Calif 
St. Denver. Colo; gen sis mgr, Wm F. MacCrystall 
KTRH. Houston, new rep Clarke Brown Co 



KTVH, Hutchinson. Kans, corp merged with KFBI * 
KWJJ, Portland, Ore. new rep for Cal. Daren McCiw 
KXOA, Sacramento, new natI rep Adam Young Jr 
KXOC, Chico, Cal. new natI icp Adam Young jr 
WABC-TV. NY. new natI rep Weed Tv 
WATR, Watcrbury, Conn, new natI rep Burke Stuart. 
WFOX. Milw, purcn by Business Mgmt, inc; Mil« 

by Joseph A. Clark 
WNAB. Bridgeport, Conn, new natI rep Burke Stuirt 
WNOE, New Orleans, new rep Clarke Brown Co 
WTAC, Flint, Mich, purch by Radio Hawaii 
WTVI. St Louis, new natI rep Radio Tv Reps 



( 



Xumbers after names 
refer lo tXew and Re- 
new category 

1/. St. Georpes 
l:ilu\ ■/. Rodpers 
Urrriiini II. I'lke 
(ilcnn Hiilder 
Jill L ^lecn'st 

I.. G. Lrssif! 
Gordon II lute 
Ernest Motvl 
\rtbur llindrim 
ir . //. y Simmotts 




SPONSOR 




Buy VjlY IJu 
and get Iowa's 
MITROPOllTAil AREAS, 

PLUS the 

Remainder of Iowa! 

DRVG SALES PERCENTAGES 



7.1% Cedar Ropids- » 

5.1% Tri-Cilies. • • • 

13.4% Des Moines • • • 

2.0% Dubuque .... 

5.8% Sioux Cily » • • 

4.6% Waterloo .... 

38.0% TOTAL METRO. AREAS 

62.0% REMAINDER OF STATE 

100.0% 



(1954 Consumer Markets fibres) 



Iowa has six Metropolitan Areas which, all 
combined, do 38.0^o of the State's Drug Sales, 
as shown above. 

Quite a number of radio stations can give you 
high Hoopers etc., in ONE Metropolitan Area. 
WHO gives you high coverage in virtually 
ALL the State's Metropolitan Areas, plus prac- 
tically all the REMAINDER of Iowa, too! 



At 10 a. ifiv WHO gives you 
63,442 Actual Listening Homes 




S.A.M. DAHIME 
STATION 
AUDIENCE AREA 



NEBRASKA 



KANSAS 



MISSOURI 



for only $47.50 



(13.4 LISTENING HOMES per PENNY!) 



According to the authoritative 1953 Iowa Radio- 
Television Audience Survey, 65,442 homes all over 
Iowa are actually tuned to WHO at 10 a.m., every aver- 
age weekday. Figuring time costs at our 1-minute, 
26-time rate, WHO gives you 13.4 actual listening 
hojnes, per penny! 

That's the result of ALL-STATE programming, ALL- 
STATE Public Service, ALL-STATE thinking, here at 
WHO. Ask Free & Peters for all details ! 



- BUY ALL of lOWA- 
Plm ''Iowa Plus"-with 




If 




FREE & PETERS, INC., National Representatives 
6 SEPTEMBER 1954 



Dm Moines . « . 50,000 WaHs 

Col. B. J. I^almer, Pi^side^t 
P. A. Loyet, Resident Manager 
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MONTREAL Gf!OWSf 

At presenf there 
are more than 
4,500 industrial 
plants in the Great- 
er Montreal Area, 
and nsw establish- 
►Tients are coming 
into existence at 
Jhe rate of more 
than 4C0 a year. 




CFCF GROWS! 

Local business is up 
424% in the past 
five years. 
(February, 1949- 
February, 1954). 




MONTREAL 



}N1j.S-W£ED 
CANSOA^rAlLCANADA 






Jerinne K. Oh vhitvh 

President 
Ohrbach's, New Yo.-l 

Auotlier iniracle occurred on 34tli Slreel on 26 \ugu*l : Olirbach'*. 
nemesis of uptown (le|)arlinent stores, itio\ed "I'ltJi Street j)rice> in 
mid-town New ^ ork. 

In answer to a iiarrage of radio aind l\ announccinents plu- full- 
papie newspaper ads heralding liie openinp:. women braved subwav 
rush hours and stormed Ohrharh's new quarters with the energ.j o' 
\'alkyries and a fanatic gleam in their e\es: bargains! 

Jerry Ohrbach, president of the four Ohrbach department stores 
(Newark. New York and Los Angeles), fought his wa\ grimly out o' 
the packed elevators and into the executive suite for an interview.. 

''A different hand, hut the same tnne,'' said he to sponsor, "it s 
the same as the results of radio-tv saturation campaigns we used if; 
LA for the opening of our stores there in 1949 and 19.53 — police shut 
the doors periodically to prevent mob scenes. " 

.\o newcomer to radio. Ohrbach's had its initial air baptism It 
the 1920'p with a series of radio announcements. Since that lime 
the firm has been on and off the air periodically. alw a\s follow in : 
the patterns of its newspaper campaigns: Xo special price pronifs- 
tions here, hut a straight institutional pitch. 

"Ill New York, as in Los Angeles, we blanketed the cit\ with ou" 
ad\ertising jirior to D-Ua\. Ohrbach continued, relaxing for I'lc 
first time in 24 hours, by his own admission. 

The dcpartmeiil store announced its new address \ia sponsorsli'']) 
of 1.5-iiiiiuite segments of Tex and Jinx. W'XBC: participations o 
the tv version of the show : aimounceineiits on Dorothy and Die 
\N'01{; Claven and Finch. \X\V.\\: Ted Broun. WMCM: This Is 
\ew York; W'CBS: John Gambling, WOW: Martin Hlock. W AHC 
Agencx for Ohrbach's is Do} le, Dane and Rernbach. 

1 he saturation campaign will continue at the rate of 25^< of 
Ohrbach s total budget for the opening during the next four weeks. 
\t that time the jiace will slow down again to weekU sjionsorship 
of segments in 7 ex and Jinx. 

Will riidio and Iv come in for a regular share of OhrbachV atl 
budget in the three other cities from now on? 

Jerry Ohrbach answered a hurried "^es." smiled a little mysieri- 
oiisK. and then rushed off to one of the numerous meetings ijiat took 
II [» his first da\ at the new addres.^, ★ ♦ * 
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SPONSOR 



EXTRA Dista nee 




Straight down th® fairway . . right inta 
1,468,400 television homes, with all the 
drive and impact you get in Michigan, Ohio 
and Canjada with 100,000 watt power, 
1.^057 foot tower and commanding Channel 2 
dial positidh on 




WJBK"TVj 



DETROIT 



1 




Nationai SaDes Bhecm. TOM MARKER, 118 E. 57th, New York 22, ELDORADO 5-7690 



KATZ AGCNCY 




There's Big Doing s 
down Texas V\(ay . . . 

# # # 

WBAP-TV 

• Is Doing it! 



SIXTH ANNIVERSARY - WBAP-TV, the Southwest's piorfeer 
station, celebrates its sixth anniversary on September 29th and 
begins another year of service to the people and industries 
of this great area. 

1^ FULL POWER — With the target date of September 18th^ 
WBAP-TV will increase its power to 100,000 wafts— a new 
1 1 13-foot tower-antenna— on its 84 acre site— to become one of 
the most powerful stations in the Southwest, serving over 55 
counties. 

^ FULL COLOR — Since May 15; 1954, when a giant three-houf 
color show heralded color at WBAP-TV, the station has a 
weekly output of 15 programs of local studio color plus network 
tie-ins. 

MULTI-MILLION DOLLAR MARKET - With its new 
power and facilities, WBAP-TV will transmit to over 400,000 
television sets in the multi-million dollar Fort Worth-Dallas 
market. 





CHANNEL 

THE STAR-TELEGRAM STATION • abc-nbc . FORT WORTH, TEXAS 

I AMON CARTER, JR. I HAROLD HOUGH I GEORGE CRANSTON j 

I President I Director 1 Monoger 1 




AMON CARTER 

Choirmon 



FREE & PETERS, Inc. -National Representatives 
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ROY BACUS 

Commerciol Monoger 



SPONSOR 




AirTi 



IIR IRAILS IIETWORK 

m 

promotes sales in a 

3*4 RILLION Jl 

MARKET with... 



This 
presentation 
was prepared 
%n its entirely lij/ 
SPONSOR 
fjCSENTATIONS. INC. 

/or the 
liV Trails Network 




wxngT 

> A T T O H 



WCOL [ 



COLUMBUS 




DON'T HAf 









WING 

DAY TON 








1 WCOL ( 


WCMI [ 


COLUMBUS 


SPBINCriELO H 





HAin 



RESULTS payoff. 



♦SUCCESS STORY =■! WING: Moler's Belmon* Dairy spen» $900 on dee- 
jay Toillllll/ Siiiimt during May-June, 1954, stressing its bullermilL 
Suffon is credited wlfh boosting business 35'f over same months last year. 

•SUCCESS STORY -2 WING: Dayton Coca Cola Bottling Co. has spon- 
sored JavU \\ lituvr's daily "Man on the Street" for 20 consecutive 
years. Bottler says Wymer is inextricably identified with unbroken sales rise. 



'SUCCESS STORY =3 WING: George Garber. owner of Town 4 
Furniture Store, sa'd of Uvttt/ Ann Ihtrsttnov: "Her br 
from our window brought phenomenal results. She's Our top a 

"SUCCESS STORY =4 WCOL: Central Ohio Federal Savings i L 
sponsors Walti'r rnmiss for I3fh consecutive year. Proof of 
impact on business: new depositors inqu'.re, "Is this the Furnlss 



WHAT A... 



BUY! 



. . .WHAT A 

B uj/ . . . 




WING 

DAYTON 



] WCOL [ 



COLUMBUS 



I 



WIZE 



BARGAIii 



M I 1 I 1 f I I 



WCMI 




. . . zuit/i maximum economy and coircaiicncc 



Promote \\r Sales u'illi Mr Trails 



IfST TOP AIR TALENT 



OP AIR SALESMEN 



PERSONALITIES WHO $ELL! 



r are 



the RESULTS 



>CC,SS STORY #5 WIZE: Ripley Buiclc agency used as many as 40 
ojr»ments a day for week to launch dealership and open new sales- 
•l*er i2.000 p<*0|>lt* filed through salesroom on opening day. 

cess STORY i!^6 WIZE: Central Rug & Linoleum Co., credited 
hn'''f(*Ellflll(>l/'.« salesmanship on "Rise With WIZE" with fact local 
s^d more Terraflex floor covering than any other unit in its chain. 



*SUCCESS STORY »7 WCMi: M. H. Preiser, district manager of Model 
Optica! Co., wrote in July, 1954: "By asking each customer where they 
heard about us we attribute SO'r of our sales in WCMl's area to WC/III." 

■SUCCESS STORY #8 WCMl: F. W. Munro, ad manager of Ashland Oil 
& Refining, wrote: "We use H'CMI more than any other station in our 
whole marketing area . . . with intensive benefit to us all year around." 



V|HAT 



FLEXIBILITY! 



1 

anj/ J^of these stations and get a J 

— and best of all — 
any 3 4 ^/ f^^^^ stations and get a 



discount 




Promote j\ir Sftles with Air Trails ^ 



T" 0 



* 



11 



<«• • I 'J fun 



« 1*1* ^* 

— '1 

J "5". 
yiMiit 



>\f incinnali ( " < 



r 




'>i..ft»»«>,(^ 




WCOL 



a Piro 



A 

I o K Ar<l Cnttf 



Mlchifuul»i{ 



Ohm CitjO 





rM flirt C«ty| 



n-isT'jK 



PtCKAttilY 



Unc^ttcr 1 



MAP KEY: 047tlm* coT*rii«: ivgt uinnvitd irM. 



NlCBttlmi COTtrtit: imtller, tutllned trit 



ATN\s combined coverage area 

The cDiisolidatcd covcrji^^c iirca oi' the Air Trails Xotwork — WIXO. WCOL, 
WIZK ;iii(l WC'.MI rcpicsciit."- well over .^ifVy billion in huyiiifj power. 
:ilin()>t .-r'i.-l liillioii in retnil sales and ():52,()00 radio tannlies. Kacli ^;ta- 
lion market contains thrivin;.;-. diversilied industries, with retail sales 
])er family substantially aljove the national averajre, and ajjrieultural 
ai-eas whei-e the dollar yield pei- a<-re is aiiion<? the highest in the country. 



Bask faa 




MARKE' 



POPULATION 
RADIO FAMILIES 

RETAIL SALES 

NET EFFECTIVE 
BUYING INCOME 

FOOD SALES 
DRUG SALES 

AUTOMOTIVE 

GENERAL 
MERCHANDISE 

HOME 
FURNISHINGS 



CITY 
METROPO 
MARKFi" 

CITY 
METROPO • 
MARKET 

CITY 

METROP- 
MARKET 

CITY 

METROPC 

MARKET 

CITY 

METRQPO! 
MARKET 

CITY ^ 
METRCF 
MARKET 

CITY 

METROPCi 
MARKET 

CITY 

METROPOJ 
MARKET 



CITY j 

METROPC '1 

MARKET \ 

SOURCES 



I 




I ' 



jcanoe 



andalia 



Mechanicsburg 




MApisoH Plain q 



W Jefferson 



lenna 



Springfield /L,,don. 
4^larleston 



o 



Yellow Springs 

Wilbfrtoicep 
ia © 



r 



'SM^ sterling 




WCMI 




ASHUHO . HUNTINGTON 

RE EN I 




MAP KEY: Daytlmf) covftragn: large unshaded area. NlEhttime coveragp: smaller, outlined area 



tdual markets and combined ATN market 

iiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiii MiiniMiiiv*i'i> 'iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii isiiiiiiiiiiiiiiiiiiiiiiillliliiiiiiiiiiiiiiiiiilliiiiiiiiiiiiiiiii' nil liiiiiii .im v 'ihiniiiiiiiiii ....iii.irii'Hu ' i iiiiiiiiiiiiiiiiiii.>iiiiiiii!iiiiii;iiiiiiiiiiiiiiiiiiij:iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii!> 




G 



WCOL 



I I I I I M i I I I 




wizE ATN 



SPRINGFIELD 



^ COLUMBUS = ^5,^^J^^o . HyNHNoioN . imnton ^- 

lUllilF iiiiiiDi 'ffliiiiii - iWiilii. riiiiiiiiiiiiiiiiiiiiiiiiliiiiiiiiiiiiiiiiiiiiiihiiiiiii'iiiiiiii !■ .niiiinniiiiiiiiiliiliniiiiiniiniiiiiii 'n " (ililllllliii lilllllllliill - ' •<! - 

62100 - 399,600 82,000 136,800 

05)00 - - „ 544,500 117,300 254,800 

17100 901,900 258,500 317,300. 

76)90 121,330 25,500 41,210 

^7'30 , -- 160,060 35,080 69,010 

39)30 266,720 75,100 99,100 



3000 
12)00 
7)00 



. $598,126,000 $116,879,000 $180,755,000 

. $658,130,000 $131,606,000 $207,919,000 

$1,010,295,000 $279,112,000 $235,322,000 



4£)0@ $767,913,000 $144,812,000 $244,805,000 

2)00 $1,005,436,000 $197,394,000 $332,748,000 

31)00 $1,529,305,000 $409,741,000 $396,558,000. 



8O00 $124,417,000 

•^OOO . $142,096,000 

21)00 . .$222,489,000 



9SD00 
SfOOO 
2(0OS 

2{0OO 
^<0OO 
i<0OO 

\ 

0000 
0.DOO 
4 "000 



$127,889,000 



4<;000 $32,654,000 

8*000 $33,919,000 

9(006 _ ___ ___ $48,641,000 



\'.\\\ mill' 



$27,056,000 


$39,290,000 


$30,571,000 


$50,203,000 


$61,121,000 


$60,199,000 


$3,526,000 __ 


$5,135,000 


$3,705,000 ___ 


$5,841,000 


$7,359,000 


$6,513,000 


$22,899,000 


$41,345,000 


$25,118,000 


$45,150,000 


$56,011,000 


$51,281,000 


$12,588,000 


$22,256,000 


$12,740,000 


$24,831,000 


$20,982,000 


$28,312,000 


$6,844,000 


$11,078,000 


$7,074,000 


$11,938,000 


$24,374,000 


. $13,174,000 



2,190,700 



832,000 



$2,394,874,000 



$3,542,204,000 



$550,409,000 



$88,748,000 



$480,571,000 



$337,883,000 



$128,305,000 



iua^ MarkeU" ; all other categorl«». Sale* Management'i 1954 "Sarvey ef BuTlng Power.' 
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WING 



DAYTON 



IR RAILS 




ETWORK 



promotes sales on 



1 WCOL [ 

COLUMBUS 




WIZE 



SPBINGFIELO 




1 1 1 1 1 i 1 1 ( 1 1 



WCMI 



SSHUNO . HUNIINGIOH • IROHION 



with 

THESE TOP AIR SALESMEN 



THEY ALSO CHARM SALES 




KviUj /liiii n»rsUin\n 

Blonde, livafioiix, lUttti Jtin. 
iilio prc.si<l(!< ovi-r Ino ilailu 
ll'lXa shoirs, commanil.s tlit 
DiUjton market on two scon.'. 
(1) the outxtandinft uoman 
personality and (2) top 
/(tnttie air Kali.smiin 



.Sill iff)/ 

^Oie's n jxa-s Show mri 
thsc jockti/, uho's been 
10 piarfi in broadcast in ti 
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Myles Poland 



17 years in almost every facet of 
air entertaining; clients say he's 
wizard at creating store traffic 



Waller Fiiriilss 



News commentator in radio 26 
yrs.; proof of sales record: same 
advertisers with him over 13 yrs, 



Bolt Lhivlllf 



Sparks brilliantly on two fronts: 

( 1 ) as disc jockey-comedian and 

(2) his ingratiating sales style 



Margaret Merrill 



Director of WCOL women's pro 
grams; got her sales start in 
local department store radio 







dene Itarry 



Versatile, resourceful d.j. with 
amazing knowledge of modern 
music, unique style of comment, 
salesmanship; 10 years: WING 




DeWill Campbell 



wing's ace announcer and disc 
jockey of both popular and hill- 
billy music; has 12 years in 
radio; three years at WING 




Hiid Italiliviii 



Dayton's favorite funnyman and 
leading d.j. whose quips are a 
popular source of quotation in 
town; 15 years in broadcasting 




Hill hi lil 



WING's sports dir. and No. I 
sportscaster among listeners in 
the Miami Valley; a master on 
remotes; five years on the air 




Jarh Zeifihi 



Ranked as Dayton's most au- 
thoritative newscaster; gifted 
with selling knack; 22 years air 
experience, 15 of them at WING 



H 
0 




Alice lialiinaii 




"Sormaii Geroii 




John McEnaiiey | Rutii I'erez 

4 



Miss Ballniaii. II years women's program direc- 
tor, and civic personage, is singularly skilled in 
getting results with new products. fJfron's daily 
"Clark County Farmer" delivers rural audience of 





great buying power. McEiianey stars on "Rise 
with WIZE," which is loaded with standout success 
stories. I'erez. WIZE program director, registers 
prime sales with his broadcasts of sports remotes. 



$ 

E 
L 
L 

! L 




liettve Allen 




Lou Emerson 



John Son'artis 




Miss Allen, who's very active in community 
affairs, conducts a daily "women's page" 
that national advertisers find exceptionally 
productive in sales. Emerson has been mix- 




ing folk music and hard-sell successfully for 
22 years on top-ranking stations. Soivards, 
WMCI program director, doubles into news- 
casting and special announcing assignments. 



I* 



niR RAILS Network 

pfomotcs sales on 





These are the people 
who make it easy to huj 
Air Trails Stations 



k John I'nUlsou (I'ttl) U illidiaix 

I\.r< ciilii ( l irr pi< yuli III of the A ir Trails 
Xttuoi-l- IlV.Vr;. h COJ., WI/E and U'CMl. 
Foniit r prcsiilciit of ihc Ohio .tx.social ion of 
llroadcasti rg ; 14 i/airs irilh Air Trails Xetirorl 




/Xh'xatnU'l' Itlivlnm. ailminixlralin (ixxi.slaiil of tfii 
Air Tniil.i \< liroil:. l-'ornirr ifi nt ral iiiaiiof/rr of WKOI.. 
h'li/ria, O. anil H'CCC, Ilarlforil: 2] i/i ars in rmlio 



WING 



WGOL 



WIZE 



WGIIl 




Charles limlrr 
Station manager; 18 
years with WING; for- 
mer manager of WCOL; 
famous musician in the 
Miami Valley area 

Jack IT'yiner 
Assistant station man- 
ager; 25 years with 
WING; ranked as best 
commercial announcer 
in Southern Ohio 

Ct'ttrfif I.onninfi 

31 years with WING as 
account executive; ex- 
perience makes him au- 
thority on how to build 
sales in Dayton marlet 



Ray Marsh 

Acting station manager; 
formerly with WRFD, 
Worthington, and Sta- 
tions in Worcester and 
Marion; WCOL 2 yrs. 

Kirk 

Carries title of program 
director but flls such 
other berths as early 
morning newscaster and 
special-events man 

Jack Duly 
Has been with WCOL 
15 years as local sales 
rep.; took charge of 
WCOL's national sales 
two years ago 





Mrs. > irninia Bennett 
Manager; four years 
at WING where she de- 
veloped into ace ac- 
count executive; in pro- 
gramming with WSAI 



Unb Rico 

Acct. executive whose 
30 yrs. in show bii, 
radio gives him flair 
for injecting showman- 
ship in local campaigns 

lAn Oaston 

WIZE account executive 
I I years; knows how to 
plan local cannpaign so 
advertisers get maxi- 
mum effectiveness 



rf . R. (Dick) Martin 
Acting manager; in ra- 
dio this area 14 years, 
selling, promotion, play- 
by-play broadcasting all 
types of sports events 

Michael tslapel 
Account executive; long 
and varied air sales ca- 
reer; in area 14 years 
and has been on WCMI 
staff for nine years 

Ted Kaufmaiin 
Account executive wItK 
WCMI four years; air 
sales generally seven 
years; Ashland Oil one 
of his major accounti 



7o yJ/r Trails Netzvork Stations zvrite^ zvire or phojie collect 
^hiy H-R Representatives ojj'rc \ Pat Williams 



or 



NEW YORK • CHICAGO • LOS ANGELES • SAN FRANCISCO 



VAJ W f\ 121 N. MAIN STREET, D*YTON. OHIO[ 

WW A km \J HEMLOCK 3773 



Til < nrmwitatl ii »<• prcparcj hi lit pntlrtty by SPONSOR VHESKNTA 
TH>N.< INC . imiKr the lupcrililon of n<-ii l;o.lcf. for thr Air Ttilln \>l« .ik 





He knows the score! 

Even Paul BunycUi, who excelled at all sports, 
would be baffled by the complexities of modern 
football, as it's played today in the Big Ten. 

Not so WCCO radio's ace sportscaster, Dick Enroth, 
one of the sports giants of the Northwest. With 
more than 17 years of sportscasting to his credit, 
Enroth knows the score so well he's acknowledged 
to be the top play-by-play broadcaster in the 
entire Northwest. He calls the plays for WCCO RADIO 
at the biggest events of the year— the biggest 
being U. of Minnesota football. And what happens? 
With at least four other Twin Cities stations 
carrying these games at the same time, the score- 
board shows that WCCO commands a bigger 
audience year after year than all the other stations 
combined. Enroth's nightly sports roundup 
reaches 194,730 Northwest homes a week— delivering 
1.2 million listener impressions every week! 

Advertisers who know the score will let Dick Enroth 

carry the ball for them in the Northwest this 

45s, Fall and Winter. Altho' his football broadcasts 

are all sponsored, participations 

are still available in his evening show. 

Call or wire WCCO RADIO 

Minneapolis-St. Paul 

The Xortlncrsf's 5(lJ)00-watt Giant 
Represented by 

CBS Radio Spot Sales 
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MORE "FIRSTS 
FOR WLAC'S 
ESSO REPORTER 

Nashville station pioneered in 
election coverage 25 years ago. 
Still leads the field. 



\ew tlevelopmenis on Si*Oi\SOtl slorivs 




9:30 PM, SKNATOR ESTES KE- 
FAUVER. in his headquarters in 
the Maxwell House, came to 
WLAC's Ksso Reporter first to 
broadcast his' (2 to I) victory 
message. 




0 

1 0:30 PM, CONGRESSMAN J. 
PERCY PRIEST discussed his land- 
slide win with F. C. Sowell, 
WXAC's general manager, a prac- 
tice the two have observed for 14 
years. The popular Tennessee 
Congressman always makes WLAC 
his first port of call. 




n:2.-> PM. GOVERNOR FRANK G. 
CLEMENT made the first acknowl- 
edgment of his overwhelming vic- 
tory to listeners tuned to WLAC. 
As always, Your Esso Reporter was 
"ready." 

When it's LEADERSHIP thafs 
wanted, either in public relations 
advertising, most people turn 



or 
to 



WLAC 

Sroodcoifing Service of 

Life and Casualty 

^^ti 3u rant r C ontpuntj ^cnn* 

GuiHord Ou<dleY. h , President 
Horn* OHiCe NAihvilla, Tenn«ti«e 




SUGAR S 
rnicD 



The Storecaster. which looks like an ornamental lamp, houses an fm receiver 

Slorcca'linf: ■-ral<}» and <lc\ clopiinul* 

i;i Jul; ly.iH. paRC l.% 




Slllljeel: Mor.-ra-l Corp. 

*'nin>-ir lanlcrii' 



(if .VuJi'ricfi sl<-lvu.l^ 



"^lorecatl Corp. of Aiiierica. a -uper market advertising-iiidichaib 
(Hiding !i\stein whirh < Iaiins to have -.old more coiiiiiiercial fin linie 
(luring the past seven \ears than all other sponsors conihined. exprd' 
to double its sales within the next \car. Major reason for the v\' 
pec'ted growth is a music lantern (le\ i< e affixed to the top of a wrt«*frv 
lounter. 

I he innovation, called Hie .'^lore< a>ler. senes several purpuM- 
It broadcasts fm music and announcements ix) the shoppers: it*- a 
point-of-sale display medium; it can serve as a section marker; it fa« 
be used to illuminate the store during and after store hours. 

The Storecaster wa> developed onl\ a few months ago but alread\ 
is in or contracted to be inslallerl in super markets of First NaliOna 
Stores, American Stores Co.. DilberlV. D'Agostino Brothers. 5h<«J> 
well. Houlston and Champagne Markel>. Storecast Corp. plans to 
u]) The Storecaster in connection with its current in-slore broadca-t 
o])erations in \ew York. Soiilliern New England. Philadelphia and 
Chicago. * ■* ■• 

Sec: Tn up» >ale!> S2 mM'io'n Pn 2' yt-ar* 

for Chicago sports s^lore" 

IsSllO! "> ?*<»veml)er 1<933, page 42 

Sllbjoel; Mas'-* Stores for Sport put-* !>•»• 
I bird V of hudset in tv 



The Midwest's largest sijorliug goods retailer. Mage.- Store? h r 
bjjorl, increases the number of its -tore- as its business increa-t-^ 
And since using television for its dominant advertising effort, Mauf- 
has increased the numlier of stores from tvvo (in 19.51) to six. New- 
est store, which opened a few weeks ago on Chicago's West ^'itli 
"street, followed by less than two month? opening of ijts first -*i • ^ 
urban store in BerwNn. 111. 

The Mage- sales vnhime la>t \ear «a> S5 million, aitd ftii tnla' 
adsertisiug budget was S300.000. M-oiit $200,000 went into tele\ 
sion. The V)'ry?t ad budget \\a> 50', greater than iy.52's, and tl«> 
19.1 1 figure is iiigher than last \ear"-. 

Mages' television advertising is (lifTcreiit from nian\ sports ret.iil 
<'rs. Instead of using >port> program-, which appeal mainly to tin 
male niembeis of the andience; it -(U'k- -how- which have ]>road fan- 
il\ \iewersliip. 
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SPONSOR* 



r I LLiE VISION 



in the lanef of Milk and Honey / 




Only Full Time Operation in 100 mile radius. 
Interconnected CBS, ABC, Oumont, for 
55 counties. Yep! bigger'n Baltimore! 

HAYDl EVAtS, Gen. Mgr. * REP; WEED TELEVISION 




SEPTEMBER 1954 



^WJAR-TV 




ff 



SUNDAY SUPPLEMENT 

STARTING SEPTEMBER 19THI 



A NEW CONCEPT IN PROGRAMMING 

For the first time anywhere, a 2 hour program integra- 
ting morning devotion and family entertainment. 

SUNDAY MAGAZINE SUPPLEMENTS 

Articles of interest selected from leading Sundav 
supplements such as the Chicago Tribune. Washing- 
con Star, Philadelphia Inquirer, Buffalo 
Courier, Cleveland Plain Dealer and 
many, many more. 

PIPSQUEAK PARADE 

Talented youngsters perform. Cartoons 
and Westerns, too! 




^ Starring Betty Adqms 

known to thousands of WJAR-TV 
viewers for over 2 yecws! 



NEWS AND WEATHER 

The latest news plus weather reports for 
Sunday drivers and sports enthusiasts. 

RELIGION 

Sunday morning devotions, inspirational mes- 
sages. Bible stories for the entire family. 

GUESTS 

People who make the Sunday 
Supplement news. 

TIME PERIOD 

10 a.m. to 12:00 noon starting 
September 19th. 

COST 

One minute slide, live or film 
participation ^65.00. 

^4 C.*^ 




National Sales Representatives— WEED Television 
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NBC Basic • ABC— Dumont-Supplementary 

sponso:r 





BIG REASONS FOR THIS YEAR'S TV COST JUMP 



1. 

2. 
3. 
4. 



Color • ' siu'ctaciihirn " on XliC T\', oxt i ;i\ iif;:ui/.;i.s of ('liivsloi and 
WcstiiiKliousc on CHS TV liavc ixiostcd price of top vnrictv, <lr!iiii:iti<- 
talent sUv lii^^li ;is remilt of competitive bidding. f)tlier slious Koost 
hiid^icts to ki-ep paci' witli In^; auilieiice pull of the sjiectacida i s 



AI!C T\' 's nighttime lineup this full is in ovidiuf;' stron{; cianpetitiou 
us si)oiiK(n's on thai tv web .s])en(l nioie in uttcinpt to lure uuiliences 
awav from otluT three networks. ARuin, this trigtcers off cyclo of 
big K])endinf>- l),v rivals on the XIIC an(l C15S television networks 



.Man,v shows that used to Ije on evcrj week are upping luulnets and 
reducing the nnnd>er of tinu's aired to tlirico -monthly or alternat(> 
weeks. Sponsors, too, are s])littinK costs with fosponsorship, ui>i)ing 
l)rices of their tv scRinents but holding ilown total television costs 



Kutwork lineups at night on three biggest webs will be consider 
ably longer this season. Some spon.sors arc upping show budgets, 
feeling that by spreading costs on longer lineup they are holding to 
the .same cost per l ,1*00 ,or are iiicn-asing net costs only slightly 



Tv show costs: wliv Ihev went 




Networks, <!>pon«>or<!» are waging 
a major battle for viewers 



^Jf f network t\ pioiluctioii co^ts were 
iconsidered high in past seasons, this 
lyear they've gone through the roof. 

Milton Berle, traditionally an exam- 
ple of high cost in tv. will cost S80.000 
i week this fall — a increase. 

Red Buttons, which last season cost 
IJeneral Foods $22,000 weekly for pro- 
Juction on CBS TV, will cost Pontiac 
j30,000 — an increase of 37*/r — on 
jVBC TV, excluding time costs. 
! Danger, long an example of niedium- 
')riced show production, will cost its 
'dternating sponsors $14,000 weekly 
Ihis year — up 40% from last year. 
I Colgate Comedy Hour will go up 
uore than 14% this season. The hour- 
ong show now costs $80,000. 

Jo Stafford, a quarter-hour musical, 
^ill be up 20% to a new level of $12.- 
per telecast. 



to 



You Are There is jumping 1 
a new cost of $24,000. 

Honestly Celeste, whicli Bristol- 
Myers is substituting for Man Behind 
the Badge, will cost 85% more than the 
previous B-M show in the same time 
period. 

Toast oj the Toivti, longest-running 
variety show in network tv, will cost 
$32,500 weekly— up 9'', over last 
year's figure. 

These aren't isolated cost jumps. A 
SPONSOR survey of network tv reveals 
the a\'erage nighttime program will 



cost 25 more this \ear than last, 
(The increase spread over both day 
and night programing is less, but is at 
least 10' r or more, excluding time.) 

These average increases don't in- 
clude the "spectaculars" since they 
were not on the air last season in an\ 
great number. Spectaculars on NBC 
TV will cost about $300,000 each of 
which two-thirds is program cost. 

What's behind the present upward 
trend of network tv production costs 
when last \ ear they seemed to be level- 
ing off? Are these high i-ost? neces- 





HIGHEST PRICtD SHOW (ALL TYPES) 



I 1 M<( l\ 



$200,000 apiece 



HIGHEST PRICED WEEKLY SHOW 



Ilk. I. 



1 I.?- r\ 



$72,000 



LOWEST-PRICED WEEKLY SHOW 
SpuiU S|iot ( MS 1\' 

$1,500 



AVERAGE PRICE OF ONE-HOUR DRAMA 



$35,000 



AVERAGE PRICE OF HALF-HOUR 
SITUATION COMEDY 



$26,000 



AVERAGE PRICE OF HALF-HOUR DRAMA 



$21,500 



AVERAGE PRICE OF WEEKLY HALF HOUR 
QUIZ OR GIVEAWAY SHOW 



$11,300 



-i\v\'i W ill tlie\ leducc the <*{li< ienry 
<if t\ u> an iulvertl'^iiij' medium y 

\ii aiial\«is of all network t\ jiro- 
<;raiii cd^Is. a> <-(iin|rilc(l li\ .si'oNSOK. 
Ii('ljj> jjfoxidc ."•tine of the answers. 
(M'ONSokV cliait (if network tv show 
c <)>l?- tlii^ fall >tart^ on pa-ic at right.) 

I'Onr main ticlc^ arc swrejiiii': show 
( o-ts upward : 

1. Color and llir " si^eclaculars" : 
NMC T\ i< s|)earlicadin<r the dri\<' to 
j;ft color >et >al('^ off the ground and 

< ()lor 1\ into ad\ crti-erV air jilans. To 
do lhi> W\C^ 'W i- -tiixiiifi for excite- 
ment ihrou'jh treinciidon*. in\c<;tments 
ill ?li(»w mariship. So far the "iiKM tacu- 
lars are lia\ iiig a ."^troiiji eflcrt in pii'^li- 
iii'j u|j: (a) the price of to|)-nanie \a- 
riet\ talent as com|)etitioii Itctwcen the 
s|)c<taculars and the regular variety 
show? sharjieiis: l h I the jirice of 
neighhoring or com|)eting l\ shows 
which are forced to keep pace with the 
■'spec?.*' 

2. Compclilion from AliC 7/': I n- 
til last year the network battle for big 
audiences in the prime evening hours 
was fought mostly by two major ikH- 
works. ^lOw it s three. VHC T\ , whose 
billings will be more than bigger 
this \ ear than last, is making a >trong 
bid for nighttime rating? on Tuesdays. 
Wednesday? and Thursdays. Almost all 
of the XHC and CB.s 'W shows acro>s 
from the biggest AHC TV shows iDis- 
neylaiul, V. S. Sleel Theatre. Danny 
Thomas and other?) are upjjing pro- 
duction budgets to compete with \HC 
T\ . Du Mont. wh()>e billing- are uji 
-oiiie 30'~( dii? year, will provide ad- 
ditional nighttime competition. 

3. '7j«y pari oj a show' theory: 
Vccordiiig to network estimates, there 
will be about 20' '< more multiple s|)oii- 
sorshijx. cos|)oii>orship and alternat- 
ing s|Jons(irshi|i in network l\ ibis fall. 
\nd clients seem more willing to ab- 
>orb a production co.-t increase if it 
hit^ them e\er\ other week, or if lhe\ 
are bu\iiig a portion of a show. In the 

< a*e of network-controlled jiai kagc> 
like Danger. :-p(>ii-ors w ill comproini>c 
with ri^illg production co.sts In drop- 
]iing back to alternate-week or <'o-poii- 
>nr>hip. rather than drop out. 

I. "Co.s/-/)C/-I.O()(V hiiviiig: ^^ighl- 
tiiiie station lineups on the three larg- 
est t\ networks will be coiisiderabK 
loimer thi- \ear. Where total bud- 



AVERAGE WEEKLY PRICE OF 
DAYTIME SERIALS 



iiiiiiiii 
costs 

llllllllllllllllllllllll 



get i*. not of primary importance, tv 
network clients tend today to spend 
more on a t\ show. Their reasonings 
They arc holding the line on cost-per-- 
1,000 by spreading the show on a larg- 
er web and attracting bigger audiences. 
The trouble, of course, is that the small- 
er markets often rcjire-ent higher cost- 
pcr-1,000 than the larger cities with 
their greater concentration of sets. 

The-e four pre^>ures, and various 
coinbinations of them, explain most of 
the cost juin|)s this fall in network t\ 
ahliongli normal increases in talent 
contract- are al>o a tactor. 

Rnt the fact remain.- that, whatever 
the rea;-(jii for the increases, the net- 
work tv ad\ertiser this season has lit- 
tle choice but to go along. 'Ilie. ma 
joril\ of clients are on a mcrry-go* 
round and dare not let go. 

.'\s a J. Walter Thompsoiv agencv? 
man pnl it to sponsob: 

■'T\ '- -ale? impact has become so in- 
tegral to selling a nationally adver- 
tised product in the V. S. and tiriie i- 
still at so much of a premium, few 
ad\erti-ers will even dreain of pulling 
out. There are too many others w illing 
to take the \acancy — e\en if it mean' 
spending more money.'" 

It is this precise situation which 
gi\es the networks the opportunity to 
package and sell shows with increased 
jirice tag- and to in^i^t on high-graJe 
shows in tlu'ir lineups. Vou can't air 
a show which smells like low rating- in 
the middle of a coslK lineup on .NBC 
or CHS TV this fall. The networks in- 
sist that time slots are their own valu- 
able pro|)ert\ and that the ad\erti-rr 
must not devalue a time period with a 
<how that w ill lose audience for an en^ 
tire c\ eiiing block. 

It i- tbi< pbilo-o|di\ which further 
explain- the 40*^^ increase in cost of 
Danger, for example, which used to 
run back-to-back with Suspense. If- 
understood that CH.*^ TV lowered the 
boom on this pair t»f shows, claiming 
tlie\ weren't -trong enough to match 
the tough Tue-da\ night conipetition 
on \BC and ABC T\. Uesult: 5 
pensc got the axe. Danger mo\ed i 
the Suspense spot at a higher price and 
Ij'je ui'th Father mo\ed into the o 
Danger -pot. also at a ju ice hike. 

\t NBC T\\ some of the netwo 
jtroMire to fall \v line with its "hip 
show " thinking ha> been even strong- 
er. I . >. Toba( co s Martin Kaiic wa- 
bonnced fioni NBC TVs Tlmrsda> 
night lineu|> to make room for the fir-t 
I /'/ease turn to page 102t 

SPONSOR 



$9,350 







I, 



Cliai l lists oulv spoiisorcd jictwork tclpvisioii shows, docs not 

iiielmlo paiticipatioii piograms. ('0ST8 : All figures rel'tT to 
avciiige weekly show costs, cover talent and ])roductioa only. 1'licy do 
not include coniniercials or time charges. Costs are gross (include 
agencj- commission) to the client. SVMP)OLS; *Show is on three out 
of lour weeks in same time slot as spectacular, tlnchules price of tape of tv show 

used on radio. JSiniulcast. §l»aytinie sliow with same title as evening show. 
<'osts appear in network tv conii>aragraph every other issue. 
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ABC TV 


S|i<>iis<>rc(1 shows 


_ . 


PROGRAM 


COST 


TYPE 


UENC5TH 


SPONSOR 


AC5ENCY 


lirpok till* liofik 


8 12.500 


Quiz 


3C mm 1 wk 


Chrysler Corp, 


Grant 


(iiivul'codp of /ifflpric^ 


^:t.>.ooo 


Drama-history 


30 min^ 1 ''wk 


Du PonI 


BBDO 


HpdT"^ <S* dliit Carflifiols 


SI 7.000 


Sports 


Various 1 wk 


Standard Oil of Indiana 


D' Arcy 


Disupylaud 


Soa.ooo 


Miscetlaneaus 


1 hr. l/wk 


American Motors. Derby Fomls. 
American Dairy 


Geyer. Mc-£, Campbell- M Ithun 


Dollar a Second 


812.500 


Aud.-partic. quiz 


30 min. I,wk 


Mogen David Wine 


Weiss & Geller 


Elgin Hour 


832.000 


Drama 


1 hr. l/wk 


Elgin Watches 


Y&R 


John Daly AVirs 


86.000 


News 


IS min 2 wk 


Tide Water Oil 


Buchanan 


/«jiuV 


817.500 


Drama 


30 min alt wks Diifty-Mott Co. 


Y&R 


Kraft Tr Theatre 


822.000 


Drama 


1 hr. I'wk 


Kraft Foods 


JWT 


Lone Ranger 


818,000 


Western 


30 min. I wk 


General Mills 


D-F-S 


Make Room for Daddy- 


828.000 


Situation comedy 


30 mip 1 wk 


Am. Tobacco. Dodge 


SSCB Grant 


Martha Wright 


88.000 


Musical 


15 min. 1 wk 


Parkard 


Maxon 


Masquerade Party 


81 1.000 


Panel quiz 


30 min. 1 , wk 


Remington Rand Knomark Mfg 


Y&R. Emit Mogul 


Ozzie & Harriet 


830.000 


Situation comedy 


30 min. 1 wk 


Lambert Pha'm . Hntpoint 


Lambert & Feasley. Maxon 


•Pepsi-Cola Playhouse 


S24.000t 


Drama 


30 min. 1 wk 


Pepsi-Cola 


Biow 


Ray Bolger 


828.000 


Book- musical 


30 min. 1, wk 


Lehn & Fink 


Lennen & Newell 






(Lixting rontiniitu ncX 


t page) 






AISC T%' spoiisorecl shows (ooiiliiiiiccf j 





ppOGP A M 


WeFKLY 
COST 


TYPF 


LENGTH 

- 


SPONSOR 


AGENC* 




Hhi-Tiii-Tin 


.S2H.000 


Adventure 


hr: 1 »fc 


Natloha'l Biuult Co. 


K&E 




Sntunlii} Mglil Fight k 


S2 1.000 


Sports 


43 mIn. 1 »> 


Bayuk Cigar 


Elllntlon 




Sniilin' F.d Mrf.Diiiii'll 


S 1.500 


Chlldrtn'i jdvtnlurt 


-30 min. ! nJi 


Bro«n Shof 


Leo Burnett, 




oil It (iiir ti> Ifi'iiil '■ Htiiiil 


SI 2.000 


Musical aud. partic. 


30 mir.. 1 '«k 


Brfllo 


JWt 




S/tncf I'titritl 


s(;..>oo 


Children's 


30 min. 1 '»k 


Nestle. Ralston. Purina 


Cecil K Prnbri^. Gardner 


: 


Sf«»/i tlir Miisir 


S 1 0.000 


Quli 


30 min. 1 ok 


EiQulsite Form. Quality Goods 
Mfg. 


Grey 




Stii F.riviii Slioic 


S 1 7,00O 


Situation comtdy 


30 min. 1 '«k 


Liggett & Myert 


C&W 




.Sii/»iT (.irrus 


S 1 o.ooo 


Chlldron'$ 


1 hr. 1 »»k 


Kellogg. Mars 


Leo Burnett 




T- Wi ll 


S 1 (i.OOO 


Mystcry-dMumtntary 


30 min. 1 't*k 


Chevrolet 


Campbell>E»a1d 




Tiri'iit) (Jiipxtitm.s 


S 1 o.»oo 


Quli panel 


30 min. 1 *k 


Florida Citrus Comm. 






t i.lt .~llll ttOllf 




Drama 


30 min. 1 Mk 


US Stetl 


BBDO 




t'olcf of Firesloiie 


S 1 It.OOOl: 


Musical 


30 min. 1 Vk 


Firestone Tire 4 Rubber 


Sweeney 4 James 




Walter Wiiiclirll 


.SI 7.500 


News 


13 min. 1 'ok 


Gruen Watch. American Safety 
Raior 


McvE 




VT nshiii^toii Ht'tlskiiit: 


SI a. 000 


Sports 


Variety 1 'ok 


American Oil 


Kat/' 




y'oii Asked For It 


S 1 1 ..>oo 


Qll|2 


30 min. l/wk 


Sklppy Peanut Butter 


Guild. Basrorn A Bor<i|ti 








CBS TV spoiisoroci shou's 






K KUu» K A M 


WEEKLY 

COST 


TYPE 


LENGTH 


Sponsor 


AGENCY 




AlthotI &• Coslt'llo 


S!».000 


Comedy 


30 min. r.'wk 


Campbell Soup 


Leo BiKnett 


in 


l.iiiklrtlfr's House Piirly 


S2(».00(» 


Aud. partic. 


30 min. 5'»k 


Levor Bros., Plllsbury Mills, Kel- 
logg, Hawaiian Pineapple C«. 


BBDD, Leo Burrtett. Lee Bu' 
Ayer 




Hurki'r Hill's Citrlooiis 


S 1.000 


Children's 


13 min. 2,'wkk 


Goneral Mills 


Esty 




Hpot the Clock 


S 1 1 .000 


Aud. partic. 


30 min. 1 wk 


Sylvania Electric 


Cecil 4 Preibr»y_ 




liiR Payoff 


so. .100 


Aud. partic. 


30 min. 3 tfk 


Colgate 


Esty 




liliir Ribbon Hoiil.t* 


s:to.ooo 


Hexing 


Duration ot fight 
3 wks/mo 


Pabst Brewing 


Warwick^ & Lefler 




Itrifibti'r Day 


SfK.lOO 


Bono opera 


15 min. 5>»k 


Procter &. Gamble 





$28,000 



"Medic," Dow Chemical sponsored alternate for part of 
Monday NBC TV spectaculars, Is new, well-produced show 



$40,000 



"Durante" and "O'Connor" half-hour s-hows will- * ** 
with portion of Saturday-night spectaculars for 






"Morgan Beatfy" is new tv version across-the-board 
on Du Monf of long-time Allca-Seltzer radio newscast 





CBS 


TV .s|i<»iis4»i* 


ocl shows 


f colli iiiucff ) 




PROCt R AM 


WEEKLY 
COST 


TYPE 


LENGTH 






Bi/riis tt Allen 


82 1.000 


Situation comedy 


30 min. I^wk 


Carnation Co., B. F. Goodrich 


Erwin, Wasey, BBDO 


Vaptniii Mitliiiuhl 


$10,000 


Children'& advfnture 


30 min. 1 . wk 


Wander Co., General Mills 


Tatham-Laird 


Climax* 


850.000 


Drama 


i hr, 3 wks mo 


Chrysler Com. 


Mc-E 


Contest Carnival 


8.>.500 


Quiz 


30 min. l/wk 


Quaker Oats 


Bryan Houston 


Danger 


814.000 


Mystery detection 


30 min. 1,'wk 


Nash- Kelvinator, Block Drug 


Geyer. Cecil, & Presbrey 


December Bride 


82».000 


Situation comedy 


30 min. 1 wk 


General Foods 


B&B 


Doug Edwards !\eivs 


822..-500 


News 


15 min. 5 wk 


Whitehall Pharmacal. Amer To- 
h&cc(», Avco Manufacturing, 
Pharmaceuticals 


SSCB. SSCB, Earl Ludgin, 
Kletter 


Father Kiioics Best 


8.'i0.000 


Situation comedy 


30 min. 1 wk 


P. Lorillard 


Y&R 


Four Star Flaylioitxe 


825.000 


Drama 


30 min. I wk 


Parker Pen. Singer Sewing Ma- 
chine 


JWT, Y&R 


Cene An try 


82».000 


Western 


30 min. 1 wk 


Wrigley Gum 


R&R 


CK Theatre 


Vnrioiis*' 


< Drama 


30 min. 1 wk 


General Electric 


BBDO 


Cud/rey's Friendx 


845.000 


Veriety 


1 hr. I.wk 


Toni, Pillsbury. General Motors 


Weiss & Geller. Leo Burnett. 
FC&B 


Godfrey's Talent Scoiitx 


820.000 


Musical>variety 


30 min. r wk 


Thos J. Lipton 


Y&R 


Cuidiuf! Light 


8 1 0.000 


Soap opera 


15 mm. 5 wk 


Procter & Gamble 


Compton 


Halls of Ivy 


851.000 


Situation comeuy 


30 min. 1 wk 


International Harvester. National 
Biscuit CO 


Leo Burnett. Mc-E 


lltniesily Celeste 


820.000 


Situation comedy 


30 min. L wk 


BrIsto'vMyers 


Dohcrty. Clifford, Steers 4, Shen- 
field 


4 Love Lucy 


8:t.'>.000 


Situation comedy 


30 min. 1, wk 


Philip Morris 


Biow 


Vve Got a Secret 


8 1 0.000 


Panel-Quiz 


3rb min. J^wk 


R. J. Reynolds 


Esty 


Jack Benny 


855.000 


Comedy-variety 


30 min. alt wks 


American Tobacco 


BBDO 


Jackie Gleason 


872.000 


Comedy 


1 hr. 1 wk 


Sthick, Nestle, Sheatfer Pen 


Kudncr. Bryan Houston. Russel 
Seeds 


Jane Fromaif 


81 1.000 


Musical 


15 min. 1 wk 


General Electric 


BBDO 


Jo Stafford 


812.000 


Musical 


15 mill. 1 wk 


Gold Seal 


Campbell-Mlthun 


Lassiv 


827.000 


Drama 


30 min. | wk 


Campbell Soup 


BBDO 






LL^tiiifj rontbmes on page > 


<-2) 





CJTheatre" incluaes t'liiii snicial luliilav slimi; ij.v Kvt-d Waima at mlu ,;i,-h: 1:: filiu shims. ^30- 10,000 each; 2': liw •hms vJT Oiiii eiili 
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Where does network 
radio go from here? 

SI>0\SOK ;iskofl (|iicstioiis like iliis 
i>l" kc\>" iioluork oxefiilivcvs, Tlieir iiiiswcrs 
iiidioiito all iiossihilitios. cvoii I'or 
radical cliaii^'cvs. are lioiii^ ovaliiatcMl 



niipoinlmoiil of <i specidl Radio 
AIJ\li(il('s Coinrrrillec lo iiiakc a seorcli- 
ing sliuly oj every aspect of nelu ork 
operation niiderUttes the degree to 
tvhich the industry is engaged in 
reevahiation oj network radio. 
Committee uas jornied just after 
completion oj article starting 
at right. imong the topics 
committee may explore, s\'o\<oh 
learned, are some oj these 
article covers. (Committee 
jormnlion uos announced hy Rohert 
n.Sn-ezey. U'DSi'. \en- Orleans, 
chairman executive committee oj \ liC 
Radio afjilidtes. {See sponsor 
Report, page I . I 



liiMt' is network lailio lieadetl? 
Will lUc i.iflio networks of two or 
three \ear- hence he radicalU tlifTer- 
ent from the networks as the\ are 
today? 

Tlie>e are •-<>iiie of the l<tnger-ran<:e 
(|ue>tioiis admen ha\e |)een asking as 
the\ \ e uatehed network hillings de- 
t line and sign> of nfldiate dis-atisfiu*- 
tion mount. 

To irv and piece together >onie of 
the answers. sI'ONsor has heen holding 
a serie> of (•on\ ersation* with topdev- 
el e\e( uti\e!? at the four radio net- 
\\orks. Gi\en the ojjportunity to speak 
freel\ without identification, network 
extH'utiM'? di-cussed these the()rie> 
ahout network radios future: 

1. The llieor\ that network radio 
ina} heconie a |)rograin ser\ i< e. selling 
-how.- on ta|)e to -itation- instead of 



to ad\erti-er>. 

2. I he theor\ that netw ork radio 
uia\ heconie a ])rograin ser\'ice hut re- 
tain tile u>e of telephone lines for 
Iraiisnii^ion of «liow> to station'-. 

3. 1 lie the<)r\ that network radio 
nia\ e\entuall\ l>e programed with the 
-ouiid track* of television show's or 
with ^iiiiuka-ts. 

.■^petulative -torio hinting at these 
and ()llier eventualities have appeared 
ill the trade pre-.- in re<ent month*-. 
Here, -horn of rumor and innuendo, 
are the frank ohservations of men whd 
arc shajting jiolicy. The point -hould 
he made at the outset, however, that 
while network officials have looked in- 
to the future the\ are [lutting the efh- 
|)hasis in their day-tf)-da\ Ojieration* 
on selling network radio. More >ale*. 
sale'- to new client-, are the ohje<-ti\(- 
for today. 

It i- the fii-t two thc<jrie- which 
sl'ONsuK s source- regard a> ino'-t 
wortln of immediate di>i<ii-«ion. 

Thvin-fi I: Both network e\e<utl\e^ 
and afliliate- ha\e e\j)ressed interp>t 
in at least exploring a new form of 
network radio in wlii<h the network 
would act a- a supplier of prograniinp 
which stations could then >ell to local 
or national «pot advertiser- without 
network aid. 

The most radi* nl v ersion of thi* 
form of Operation would aholiirli net 
work lines. The networks would put 
their shows on tape and mail them t" 
stations. Actnalh the networks would 
not he networks at all in the classical 
sense: and they wouldn't he network- 
in an\ sense unless lhe\ retained somt." 
form of option time and sold onl\ tw 
"affiliates' of their program service. 

If there v\cre no ojition time and no 
■■afliliate-." the radio network"^ v*onld 



Musferole is new ABC client for weekend 
news with Milton Cross (shown below) 



Nighttime strips like Amos 'n' Andy on 
CBS are gaining favor with programers 



Part of new MBS Madeleine Carroll she* 
may be turned over to stations to sell 
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MUf emphusis tU rndio neiwovlis is slill 

on selUnti ruihvr tluin ritilieul pofiei/ vhuntfcs 



Network executives feel immediate salvation of economic woes 
will have lo come from attraction of new clients rather 
■than changes in mode of operation — though 
they don't rule out evolution. One of new 
clients on NBC Radio this fall is Nutrilite, 
vitamin and mineral brand. It's never used 
network before, is going all out \o arouse 
the trade now that it's bought Dennis 
Day show. Mailing pieces sell concept of 
network radfo to the trade, stressing set 
saturation, mass audience. Nets feel that if 
they can convince clients net radio offers them 
important merchandising excitement values 
plus low-cost circulation they'll have big 
part of their problem solved. 



NUTRILITE 

PRESENTS THE 

DEMMIS DAY SHOW 

OVER 



iRKS! 



BIGG 



llteu become sj iidicators or, to bring 
the comparison closer to home, like 
the syndicated film divisions of their 
sister networks. 

At this point it should be made 
lear that the fact such an eventualit)' 
has been explored is no indication that 
the networks are sympathetic toward 
die idea. They are not. But going to 
die extreme of a taped program serv- 
ice has been considered in some net- 
work circles because: 

1. It was felt that all possible paths 
should be explored in the effort to 
analyze the situation honestly and re- 
iiorselessly. 

2. If the networks are to cut back 
ill their use of telephone lines at all, 
hey can't go half-way. The networks 
)ay fixed fees ranging from $2 to $3 
nillions annually for telephone lines. 
This is a flat rate paid no matter how 
nany hours the lines are used weekly, 
t isn't economically practicable, the 
letworks believe, for them to use tlie 
ines less and pay less. 

The reasons: As long as the lines are 
ooked up they involve fixed overhead 
or AT&T. They are high-quality lines, 
specially balanced for music and oth- 
r radio needs. The phone compan) 
an't use them for its other services, 
o it boils down to the fact that if 
le networks \vere to abandon part of 
leir line programing, at night for ex- 
mple, it would be no saving; going 
hole hog would be necessarv if over- 



|*CH Tf*R. MORI *N0 
MORE NEW RADIOS ARE 
SOUGHT. ■ 

In 1952 

10,800.000 rgr*«td, 

in 1953 ' 

Il.SOO.0OO! m tae,»oif 30%! 
^2,4^ of Jl p»vt.i«Of, 
httvl rodiotl 



10«,»77,000 MOPtI 

(IS .*»)<»«»•■••"*• ""^ 
• 

nmm do ««. » »«• - - 

»Vl«SI«M HOURS AMTI 

ta< WHERI rolVlllOK IS »V»IUUI... 
«WO0.«00ll *.41*I0.«00 
M« 1. 1*010 l"« ' ■ 

THcm *M a«s» •«>«« 

fHAN IV SIIS IM IHI U.S.I 



IN (ACT. A NEW BAOl 
5(1 IS PURCHASE 
|Vl«» J'/j SeCONO 



Y£S- "*■>'<» " 




head were to be cut through elimina- 
tion of lines. 

But these are the drawbacks the net- 
works found in this radical departure: 

1. It's felt that the program service 
field is already well served and that 
the syndicators already in the field 
have a big competitive edge. The Avebs 
might only be jumping from the fr)'ing 
pan into the fire. 

2. While tape sounds e<'onomical it'.^s 
believed that it would be more expen- 
sive than lines unless the tapes were 
constantly erased and re-used. 

For these and other reasons reten- 



JVettvork execs evaluated 
these radical eventualities 

• Possibility of net radio becoming 
a service which sells programs on 
tape to stations not to advertisers. 



• Possibility of net radio becoming 
a program service, yet re+am'ng 
network lines; the "AP approach." 



• Possibility of programing net ra- 
dio with sound tracks of television 
shows or simulcasts of programs. 



lion of network lines, wliatever form 
net operation lakes, is considered the 
more logical course. 

Theory 2: A less drastic way to set 
up a program service would retain the 
use of telephone lines but with net- 
works selling all their programs to af- 
filiates for a fixed price per program. 
Stations would then sell the shows lo- 
calK. This is commonly referred to as 
an "AP (Associated Press) service." 
Thi.'s phrase re<'urred again and again 
in sponsor's talks with the networks. 

Here s how one important network 
executive explains it: 

''It seems to me thai the best pro- 
graming can be done nationally and 
the best selling can be done locally. 
Increasing spot radio and local radio 
sales hear out the latter contention. If 
this is so, then perhaps some kind of 
AP service will one day turn out to be 
the answer. If radio is assuming a 
newspaper pattern, then maybe we- 
;.hould go all the wa\ . Just as the AP 
provides news from a central source 
by teletype as it occurs, so can radio 
provide programing from a central 
source via telephone lines. Just as ad- 
vertisers buy newspapers locally, ex- 
<ept for supplements, so can advertis- 
{ Please turn to page 112) 
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GREEN MAKES IT YELLOW 

Maybe you've often wondered why Gutter has 
a deep yellow color at this season. Well, 
in the spring, cows start eating lusdous 
ereen grass which, through a miracle of 
nature gives the butter a natural yellow 
color and a very rich flavor. Our Hotel Bar 
ZZr is especially delicious and I hope 
you'll do me - and yourself - a favor by 
buying some. It's really grand. B^ff.rMan. 

I ~^ » ^ = " - - = ^^^^^ 



:>■. 



today ask for FARM FRESH . 



HOTEL BAR BUHEBl 



ff<»((>f Itar tras vt'ti'mn ii«'ii-.s|)0|»<t li«/i"«T(i.s«*r. Copy was ^i^en written by 
company's board chairman, Albert Lowenfels (below). Last January firm decided it could 
make radio fit their sales needs by airing all announcements oti Wednesday and Thursday 




If 




y 



Voir llott'l Itar .vjlt*ii(i.v S.70,000 «i tfi'nr lit nitlio. It merchandises heavy camr 
paign to grocers with flyer (below). Ingenious coupling of 5-second butter I.D.'s with 20- 
second margarine announcements bolsters margarine brand, Increases listener remembrance 




l.4»ii^' :i priiif aclvorf is«>r. 



l/t)U'\ Bar F()(ifl^ it^ an ol<l-time 
print a(l\ erli-cr. one nf those account^ 
lliat >pems \sed(le<l to j-mall-siiace news- 
paper afls. For eight \ear? the owner 
(jf the roinpanv e\en wrote ln« own 
<op\. signin*: il the Iruttcr ina^ 

I ^ee < uts at left I . 

|}ut late last \ear Hotel Bar. whidf 
has a re|)Utation for inno\ation ainon;; 
\ew York creameries, decided to tr;. 
radio. 

To<la\ it s s|X'n<liiij: at tin- rate of 
i'.SO.OOO a \ear for aiinounceineiits iij 
the New ^ ork. market, more than rl 
e\ers|)ent in newspapers. The re>ults? 

■■ \fter we started our first 13-week 
campaign over \\ CB5 early in 19.>}. 
sales hit an all-time high. ' 

I hat s a quote from A.L., the butter 
mail, otherwise known as Albert Low- 
enfels. rliairnian of ilip hoard of Hot 
lei Bar Foods. 

Hotel Bar represents -e\eral treiuT- 
in radio a<l\ertisinp lofla\. The co[ir, 
pan\ i-: 

1. One of the many client^, partw^- 
lilarK food accounts, who have reteni 
ly di,s<overed they can use radio iii- 
>tead of reiving solelv on newspaper 
shopping page*. 

2. One of the "vertical saturation" 
sponsors whf)'\e been coming into ra* 
dio. Hotel Bar bunches up it^ an- 
nouncements on heavy shopping dayf> 
instead of s|)readiiig it.self thin over a 
whrde week. This is the pattern de- 
lta rtment stores and others are turning 
to in order to make radio fit their 
sales needs. 

3. One of the cHenl> who ufe aii- 
iiOMiicenients as vhort as eight word« 
in length. These are the radio adapta- 
tions of television I.D.'s which have 
been used iiirreasingiv of late. 

At the same time Hotel Bar is dif- 
ferent from practically an\ client v nu 
can name. It s in the uni'jue |)o-ition 
of not being able to mention the name 



c « s e 
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history 
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tter man, switches to radio 

ofid.^ lias lih roforcl butter «<ales. l)<M>«<tecl now iiisir^'ariue brsiucl witli radio 



of Its one lje!?t-kiio\\ n pro(lu< t in ad- 
vertising for a secoiul and new er prod- 
uct. That is. the tinn can't mention 
its Hotel Bar Butter in either print or 
air advertising for its Happy Boy Mar- 
garine. New York state law forbids 
any mention of butter in a margarine 
ad to protect consumers against con- 
fusion of the two. 

Spot radio's flexibility, however, and 
an ingenious coupHng of its short- 
short radio aimouncements with 20- 
second message-^ solved this problem 
for Hotel Bar. 

Hotel Bars current air campaigii 
consists of 42 five-second l.D.'s and 
20-second station breaks a \\eek on 
WNBC, New York. Its agency is Co- 
ordinated Advertising. 

The 69-year-olfl company claims 
first place in New York salt butler 
sales. It introduced its margarine two 
years ago, immediately after the New 
York State ban on coloring margarine 
yellow had been lifted. (Yellow color- 
ing for margarine is now legal in 46 
states.) Happy Boy margarine ranked 
fifth in New York sales according to a 
consumer survey of 1,080 retail storo 
made by the Journal -American in Oc- 
tober 1953. 

When a company puts out two simi- 
lar products it often seeks to tie both 
products together in its advertising. 
Hotel Bar's first step in relating the 
two: the initials of its butter brand 
and the margarine are the same (Ho- 
tel Bar Butter, Happy Boy Margarine j . 

Here's how the two brands are re- 
lated on radio: 

l.D.'s and station breaks are sched- 
uled only on Wednesdays and Thurs- 
days — heaviest super market shopping 
days. A total of 22 announcements 
run on Wednesday. 20 on Thursday 
between 8:00 a.m. and 6:00 p.m. The 
l.D.'s consist of eight words advertis- 
ing Hotel Bar Butter. The 20-second 
breaks are devoted entirely to the niar- 
j garine. 

1 Each butter I.D. is planned in con- 
Junction with a station break for the 
J tnargarine and precedes the margarine 



amionncemcnt. For example, al 8:00 
a.m. Wednesdays the first I.I), of the 
day plugs butter. Just five minutes 
later, at 8:05 a.m.. there's a 20-sec()nd 
station break for margarine. At 8:30, 
another butter I.i). At 9:35, A mar- 
garine station break. And so on 
through the day. Cop) for the mar- 
garine ties in with the butter l.D.'s bv 
pointing out that the margarine is a 
product of Hotel Bar Foods. 

"The proximity of the butter and 
margarine aimouncements works for 
us in two ways,' says Lester Wo Iff. 
president of Coordinated Ad\ertising 
and account executive for Hotel Bar. 

"First, the identification of Happ\ 
Boy Margarine with Hotel Bar Butter 
is strengthened by ha\ ing the two an- 
nouncements close together in time. 
Second, listener remembrance of both 
counnercial.- increases because they 
hear the Hotel Bar name in two sep- 
arate announcements uhicli are deliv- 
{Please turn to page 108) 



"We have fo sell 130,000 pounds of butter and 
margarine a week to pay for our radio adver- 
tising, but it's worth It," says Fred Lowenfels, 
firm's president (below "listening" to butter) 




HOTEL BAR IS PART OF THESE THREE TRENDS IN RADIO TODAY 

IFirnT is aniuiig the mam" sponsors, particularly food coiic'emli,: 
■ \>ho have found thev can use radio instead of relying solely' 
On li'lcwspapcA shoj3pfng pages. Mdrfc and more old-time jirint 
advertisers Jia-ve con>crt^d lo ^adio advertisyi^ for the f^rst time. 

2 It 'is one- of Jhv ".verricat" saturation sponsors v*ho have In^en 
■ coming inro radior. That is. Hotel Bar bunches up its an- 
ijonncements on heavy s'liopping days instead of s^preading itself 
thin over Ihe entire Meek. This is pattern used by department stores* 

3 It i> a-iliolig cliefiS Who iise ahriduncenients short as eight 
■ words 1« length on radi\j. These are radio <a(laptations of t\ 
li.B.'s and have been n>ed often of late. Hotel Bar's agency. Coordi- 
nated Advertising, feels repetition makes .short, pitclijts effectivw. 
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Clever itilci»-ofi on mtfsterff shmtLS <ia/ 
.*{.>% more KSiinlnhl in if>,>4 limn in JL 




liardalil a ;ra^ and oil additive dosij^iicd t( 
clean eiii^iiies. Td sell it.s |)roducl tlie linn IhI 
soiializcd i'onr inajor tli reals to sniootli t'uncli(J 
of motors (sec rijiiit). \n eaeli eomnioreiid flnVj 
oT i-on<;lineeks is defeated by l^aidalil, tire dctcc 
(at left). Same set of eoniiiiercials lias l)een sin: 
in some markets as lon^ as 18 moiitlis. Bardaj 
spends .$:^r)0,000 for sjjot tv, $ir)0.000 for .■^]iot r 



■nn. (I i( |J, 



Till* Kavilulil vttper 




^ Time ])ays for Hardahl Manufacttir- 
ing Corp. of Seattle, Wash. 

This maker of a gasoline and motor 
oil additive has a bunch of roughnecks 
called '-Black)" Carbon, -'Sticky" 
\'al\es. "Gummy" iiings and "Dirty" 
Sludge covering its territory from Bos- 
Ion to Seattle. And these characters 
in Bardahl's commercials have been 
hauling in over 35'? more loot this 
year than last, continuing major gains 
the < ompan\ ha-' made ever since 19.S3 
when it began its jieav\ air adxcrtis- 
ing. 

BardithPs characters are take-olTs on 
the mob:-ters who threaten ra(Iio-l\ 
mystery heroes at least once a wwk 
I see drawings atop these pages). So 
you wannn know who lei lhe>e refu- 
gees from whodunit* loiwe <>ii the 
American i)ul)li< V 

Well, it started like dii-. . . . 
( lyriipaiii S: nnisir I 

This story is Irne. , . . 
( III us ten I theme i 



It was 9:37 p.m. in August 1952. 
Two black cars pulled up in front of 
Seattle's Rathskeller. Three men got 
out of the cars and rushed in. They 
were after the facts. Inside the res- 
taurant they picked a corner table and 
huddled o\er Rainier beer and Sauer- 
braten. The men were John Haydoii. 
Bardahl's advertising manager; Gerald 



Tv commercials became so popular that Icids 
like those below use names of Bardahl villains 




lloeck. Jiardahl a/e at Wallace .Nfai 
kay Co.: .Marlow llartung. art director 
of the agency. 

"We want more tv," Haydon de- 
manded. 

Hoeck spread paper roughs of t\ 
ideas on the table between the kiiack- 
wursl and the knoedels. 

'-We're tr\ing to hit men,*" ht' 
rasped. 

"Men are hot on tv who-dunnits, 
Hartung whispered. "Why not do a 
take-ofT on a typical tv mystery fibu?" 

Xo one answered. They couldn't sfV 
any reason why llie job couldn't be 
pulled ofT. And that's how the scheme 
for Bardahl's tv "crime" commercials 
was hatched. 

That s;inie night these men finishe<l 
the story outlines and rough dialogue 
for the first three announcements. The 
next day the whole agency got on the ' 
job and produced the story boards 
whicli were tlien animated and filmed 
by Hay I'atin Studios in Hollywood. 
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('Will IlliU'lll 



Autlientic touches like (lr£iniali<- iiuisic 
and sounds were added by Bill Bates 
of Spots, Inc. in Hollywood. The en- 
tire production cost per ininiile an- 
nouncement was $3,000. 

Each tv announcement feature? the 
four car gangsters: "Bhick\" Carhon. 
"Sticky" Valves, "Gumniv" Rings and 
"Dirty" Sludge. Hero of each animat- 
ed cartoon, of course, is Bardahl the 
.detective, who arrives on the scene 
full) armed with a can of Bardahl in 
his shoulder holster. With Bardahl gas 
and oil additive he then eliminates the 
four disturbers of engine peace. 

Bardahl executives figured they had 
a pretty dramatic conmiercial and de- 
cided to sneak-preview it in Hollywood 
style. When the first work print was 
jeady in January 19.53, Ole Bardahl. 
president of the firm, and Haydon flew 
to St. Louis to meet Fuchs. whose com- 
pany is distributor for 28 Midwestern 
states, and Frank Gerardot. Fu< hs' ad 
manager. Gerardot placed the com- 
mercial on KSD-TV, St. Louis, at mid- 
night, and that night the four men sat 
tensely in a crowded bar to watch the 
reaction. When Bates' theme music 
boomed into the bar the fun began. 

Says Haydon : "The place grew ab- 
solutely silent. Ever\ head, and for 
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.-onie it was a real effort, lifted to 
watch the screen. When the commer- 
cial wa> ()\er. men at the bar picketl 
up the gag lines and music. They even 
created some jokes — many not print- 
able. But one thing was sure: They 
remembered Ba rdahl ! " 

Professional judgment of tiie Bnr- 
flahl commercials \sa> e(|ually enlhu-i- 
astir. For the original series pf car- 
toon connnercials Bardahl won the 
\ew York Art Directors (^lub (iold 
Medal for the best U connnercials of 
1953. Other jjrofessional group? sodii 



e Ad\ertising 



added iheii prais-e: 
Assof-iation of the West ga\e Bardahl ? 
radio connnercials I adaptations of the 
t\ approach) its top award and the 
Southern California Broadcasters As- 
sociation and the Vancouver, B. C. Ad- 
\erlising and Sale? Bureau tro|)hy for 
the best connnercials of the year. The 
minute tv films also earned the 1953 
Vdvertising Association of the W est 
Hollywood \d Club Trophy for the 
best commercials of the year, the 1954 
Los Vngele? Art Directors Gold Medal 

(Please turn to pa^e 96) 



Bardahl henchmen: (I. to r.) Marlow Hartung, art director, Wallace Mackay Co.; Ole Bardahl, 
president, Bardahl; Gerald hloeck, a/e, Mackay; John Haydon. ad and sales manager, Bardahl 






.\ agencies 



.>.:{:{7-iiiilo trip jiivivs SPOIVSOK wrilor 
elosoiip look :il wicio raii;>'o of a^'oiiciivs ^ 





NEW YORK Howe Base 



FIRST OF A SERIES 

Next i>suo will i-over .Marshall 
Robertson, Denwr; Bozell & 
Jacobs, Oinalia. Last article 
ill .series in on Gardner 
.\ilv(M tisinff-, Canipliell E\val<l, 



/»> Keith Trantow 

'fhi- ^iiimiK I I c«it;il)lislie(l a \\<>rl(l s 
r('<-(>r(l ft)r cnntiict \\itli ach t'rti?ing 
•ijiciK ies in dilTeveiit stH tioiis of the 
I nited States. I \isite(l ajjeiicie'- in 
fi\e cities strniig alonji a .i..H37-niile 
itinerniN from S})okane to the \\a>\ 
(ioast. In a week 1 [irohahlv covered a 
wider ranjie of ajienc\ t\|)es and sizes 
than anyone in adNertisinf: lias e\er 
ha|)|)en(^d to iittenipl Iiefore unles- 
there s a radio or t\ -aie-nian sonie- 
w iie-rc wiiose heat lias taken him in 
fi\e da\s into: 

• \ regional ajieiu \ with an estimat- 
r.l ^ I. .')()( ).()()(» hillinus l\ir-ril \. War- 
ren Advcrtisinj:. Spokane 

• \ retail a^cn«\ with ^^GOO.OOO 
•Marshall Robertson. Deinerl. 

• Tlie home olli( e of a Midwestern 



)2-) ear-tdd 
in hillings 



aiiencN with t)llices in 12 cities and 513 
million in hillings ( Hozell & Jacohs. 
Omaha I . 

» The home olFice of a 
agenc) with Sl<! million 
I Gardner. St. Louis i . 
• The home olTice of an agenc\ spe- 
cia'tizing in automotive accounts and 
billing S34 million (Cani|)bell l-.wald. 
Detroit) . 

\\ hen I got back to si'ONSOk's (^f. 
fices at the corner of Madison ;\\eniie 
and -19th Street in .New York. 1 felt a 
little bit like a world traveler whos 
seen many conntries lie <an"t re- 
mendier whether the Fiji Islanders are 
inhabitants of the Parisian left bank, 
or Balkan re\ ointionaries. But as 1 
studied m\ pigskin dispatch ca-e fidl 
of note* and examined the length) 
ipie^tionnaire- 1 had asked each of the 



fill out in advance of 
trip sonve inrpression? began to come 
into fwns. 

Hie big impression is that admen are 
admen. \\ hether the\ work *o near 
their olhces the\ can drive home for 
lunch or work in the hub of an indus>- 
trial metro|)olis. the\ seem to have a 
similarit) in the pace of their think- 
ing, their intensit\ a? people and io 
the pressures the\ face. 

lo the man from Madison or Mi<hi- 
gan Avenue who \ earns for a berth 
along Main Street where life flows by 
with pastoral serenitv. I d ha\e to sa). 
"Sorr\. lUid. it doesn't exist. " 

Marshall Robertson, for example, 
who's hip deep in DenNer teleNision 
and radio ]irodu< tion for hi« retail 
client.-, doe-n t get Iiome from the stii- 
xlio till midnisiht four da\s a week. 
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But there are other respects aside 
from the old debbil pressure in which 
life at the five agencies reminds you of 
what you run into in New York or 
Chicago. 

Take tlie figure befuddlement an ad- 
man faces in buying radio and televi- 
sion. Out at Virgil A. Warren in Spo- 
kane they told me if they accepted all 
the ratings thrown at them, their mar- 
ket would show up with a population 
equaling Los Angeles. And they com- 
plamed of the difficulties they face 
when Pulse and ARB ratings differ 
diametrically on shows. Sound like a 
discussion in any timebuyer's office 
anywhere? Of course* 

The similarity in problems and 
thinking I found at the five agencies is 
more striking when you consider that 
SPONSOR chose the agencies carefully 
for their differences in size, location 
and type of accounts. ]\Iy survey of 
the agencies was part of sponsor's se- 
ries of articles in which members of 
the staff visit advertising offices to pre- 
pare close-up portraits. Unlike the 
previous two articles in the series 
which covered Cunningham & Walsh 
and BBDO, this one isn't based on a 
week or more of actually working at 
one agency and carrying out assign- 
ments on some of its accounts. I had 
time for interviews with a lot of peo- 
ple but couldn't actually write a piece 
of copy, say. I did sit in on a number 
of planning meetings, however, in ad- 
dition to the interviews. 

Although from my own observations 
I'm prepared to testify that radio and 
tv knowhow is not confined to a mile- 
long strip along the Advertising Ave- 
nues of the nation's two or three big- 
gest cities, I do have one minor reser- 
vation^ Admen are inclined to be 
defensive at some of the places I trav- 
eled. Too many times, it seemed to 
me, agency people were prone to talk 
about being as "good as those guys in 
New York." But then it's easy to see 
where the lack of national limelight 
would build up a defensive spirit. It 
was partially to throw attention on 
agencies which aren't always given the 
credits the\ deserve that SPONSOR sent 
me on this trip to begin with. 

Distance from the New York. Chi- 
cago and L.A. production centers 
doesn't mean isolation from the cross- 
currents of radio and television, I 
found. During the first hour I spent 
with Gardner's radio-tv director he got 
five phone calls from Chicago and New 
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Vital Statistics 

TOTAL MILES TRAVELED 

. 5.337 

PEOPLE SPOKEN TO 
62 

TOTAL BILLINGS OF AGENCIES 

VISITED ..„_. $77.4 MILLION 



York. They were about ])rograni avail- 
abilities, changes in shows and even 
rumors. 

If the five agencies have one charac- 
teristic which sets them apart from 
New York agencies, it might be their 
enthusiastic friendliness. This isn't to 
say New York agencies are unfriend- 
ly: Their sheer size makes them seem 
aloof and cold. 

You'd probably start the day earlier 
than you do in New York if you 
worked for one of the five. The chances 
are your hours wouldn't be any short- 
er. And you might end up working 
more hours because much less time is 
needed to get lunch. 

I/Ct's start now on my first day which 
was at Virgil Warren in Spokane. 1 
arrived at nine, though Warren begins 
work at eight. 



narreit at Spokane: From his of- 
fice window Virgil A. Warren can set; 
the Spokane River as it roars over a 
series of spectacular water falls les'- 
than a block away. In the distance 
there's a blue mountain range. And 
right where he can see it is the brewery 
of one of his largest clients. Rainier 
Beer. 

Warren n»ust like the \ lew — and ad- 
vertising. He's been in business for 
32 years — all 32 in Spokane. 

Now he employs 23 j)eople and his 
offices take up the entire second floor 



of the Post Building. 



His billings 



from what I could estimate are about 
S1.5 million. 

Warren has one national account 
Mayflower Warehousemen's Associa- 
tion (long distance moving). Among 
his bigger local and regional account'^ 
he has Sick's Rainier Beer, Brownie 
Bakmg Co. (qookies), Silver Loaf 
Baking Co. (bread), Frisbies Maple 
Syrup Co. Warren also handles all the 
radio and tv advertising for the Bon 
Marche-Palace, the city's second larg- 
est department store and a unit of 
Allied Stores. - 

The agency has 24 accounts of which 
11 use both radio and and television. 
Three use radio only, one uses tv only. 

■'We select television for prestige. 
(Please turn to page 115) 



Discussing Mayflower Moving account are (around table, I. to r.) : Keith Oka, George 
Carrol, Trantow, Virgil A. Warren, Robert Coons, Bernice Wilson and John Geraghty 
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Contributors (fiid coiisuflff ills 



DR. CHARLES ALLEN. Research Dir., Medill School of Journal- 
ism, Nortliuestern U., Evanslon, III. 
JOHN W. ANDERSON. Fiber Glass Corp., New York 
BILL BALLINCER, Tv Prod.. Campbell Ewald. New York. 
BOB BANNER, Dir.. Fred Waring Tv Show, CBS TV, New York 
CEORCE M. BENSON, Dir. Sales & Research, I v Workshop, Ford 

Foundation. New Yoik 
RALPH S. BINC, Ralph Bing Co., Cleveland 

JAMES M. BOERST. Publisher. F.xccuiives Radio-Tv Service. 
Larchnioni, N.Y. 

WM. J. BREWER, Radio & T v Dir., R. J, Polls. Calkins & Jlol- 

dcn, Kansas Cily 
FRANK BURKE, FMilor, liadio ir Tv Daily, New York 
EDDIE DAVID, Prod.-Dii., Ziv Tv Programs, Los Angeles 
HARRY DIETER, I v Mgr., Foote. Cone & Kelding, Chicago 
ORRIN E. DUNLAP JR., \'.P., Radio Corp. of Amer., New York 
HUDSON FAUSSETT, Dir.. Armslrong Theatre, NBC TV, N.V. 
WM. D. FISHER, V.P., Gardner Advertising. St. Louis 
DON FORBES. Mgr. Studio Programs, KLAC-TV, Los Angeles 
MAURY FRINK, Pres., Frink Film Studios, F.lkart 
NORM GRANT, Scinic Dir., NBC TV, New Yoilc 
KEITH CUNTHER, Prod, Dir., KSD TV, Kansas City 
R. B. HANNA, Mgr., U RGB TV, Schenectady 
SHERMAN K, HEADLEY, Asst. Mgr., WCCO, Minneapolis 
CEORCE HEINEMANN, Dir. Tv Prog., NBC TV, Chicago 
BERNARD HOWARD, Academy Film Proil., Chicago 
DOUC JOHNSON, Author, TV Writer, CBS TV, NBC TV, N.Y. 
BILL LADISH, Prod,-Dir,, WDAF-1 V, Kansas City 
ROBERT L, S, LEEDY. Asst. Adv. Mgr., Communications Prmls. 

lh\.. Dm Moiit I.abs, Clifton, N.J. 
CHESTER MacCRACKEN. V.P. Radio Tv, Doherty, Clifford, Steen 

Shenfield. New York 
DON McCLURE. Sales .Mgr., Bonded I v Film Service. New York 

HARRY McMAHAN. V.P. Cliargc R.idio- I v Commercials, McCann- 
I rickson. New York 

RAY MERCER, Ray Mercer Prodns.. Hollywood 
HOWARD NEUMANN. Fv Dir., I.owe Runklc, Oklahoma Cily 
BERNARD F. OSBAHR. Fdilor, leU Tech d- FIrctrocin Industries, 
New York 

LEE RUWITCH. \ .P. Gen. Mgr.. WIVJ, Miami 
DR. DIK TWEDT, Research Supvr., N'.edham, I.ouis & Brorby, 
Chicago 

WALTER WARE, Stbeidelcr. Br.k Werner. New York 

JACK WEBB, I* \<lor, PukI ntnenrl. Marl VII Pro<lns.. lUivd. 

ADRIAN WEISS. I "uIn Uriv., .iv- ( o., I i« VhmcIin 

BEULAH ZACHARY. PriKl.. kiihja. / . Othr. \i\C. 1\. (hi 



If v<»ii don't know a '''u'oIiIhi'* from a 

"jjfobo," liorc'S yonr elianec 

to ealeli up <»n the lan^iia^'e of tw 

jf i you (Ion t know a "gobbo" from a "{robo,*' this iiiPtall- 
iiieiit of Si'O.nsor's Tv Dictionary/ Handbook i? for you 
1 hei^e two coiiiinoiiK u*c(l words around a tv studio arc 
among tbc word? defined this issue. 

Some of the other more colorful terms \ou"ll find in 
lliese pages arc "idiot sheet." "ike" and "iii-betweeners."' 
But you'll get more than a chuckle out of reading quickK 
through the definitions in the Dictionary Handbook. Vou 11 
find yourself gaining new perspective about the nian\ 
facets tliat make up television today. 

Herbert True, advertising assistant professor &l ,Notre 
Dame, is the compiler of the Dictionary 'Handbook which 
appears exclusively in ."^po.nsor. True staked out his claim 
as television's Webster earl\. his first dictionaries having 
appeared in si'ON.^^OR in 1950 and 19.51. The newly revised 
and greatly enlarged 1954 dictionary remains toda\ the 
industry's only full-length lexicon. 

True told srosoK he was greatl\ indebted to the bus* 
executives in the industry who helped him in gathering, 
words and checking facts. The names of his .'^7 industry 
contributors and (onsultants appear ni the box at left. 

Trues own background was ver\ advantageous hi pre- 
paring the Dictionary Handbook. He was an agency rad,i(»' 
tv executise before joining the ^^otl•e Dame faculty. The 
complete Dictionarv Handbook will a|)])ear in .spOvsoK 
in installments and will then be published in book form 
for con\eiiien< e a*, a referen< e. 

» Reatlcis uJid ttisli In reserve copies oj the Tv Die- 
tionary/ Handbook for Sponsors can uritc to SPONSOU. 
Sen-ices Inc., 1(1 F.. l9//i St.. \eu York 17. V. } . 
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FOLLOW FOCUS The process of keep- 
ing the object in focus as the camera 
is moving towards, away from or paral- 
lel to it. For example, the camera may 
follow an actor as he crosses the set 
keeping him in focus all the while. 

FOLLOWING SHOT Scene where the 
camera moves behind moving actor. 




FOOTAGE A term to indicate the 
length in feet of a piece of film. Each 
reel of 35 mm film contains 1,000 feet. 
A reel of 16 mm. film contains 400 feet. 
The average running time of a reel of 
film is 10 minutes. Sound speed 16 mm. 
film runs five seconds for every three 
feet. (See Film Information.) 

FORMAT General physical style or 
makeup of a television script; de- 
scribes the opening and closing pattern 
a certain show will follow. 

FRAME A motion picture term mean- 
ing one complete picture. The individ- 
ual picture on a strip of film. To form 
the illusion of movement, each frame 
passes in rapid movement through a 
projector. With 35 mm film, 30 frames 
a second are shown on the screen; 
with 16 mm film, 24 frames a second. 
With silent 16 mm film 16 frames a 
second were projected thus differenti- 
ating between silent speed (16 frames) 
and soimd speed (24 frames) . Gen- 
erally speaking Doth silent and sound 
film are taken today at 24 frames a 
second. 

Frame lines: Horizontal diving bands 
between frames of film. 

l-n Frame: So framed that the frame 
lines do not trespass on the image area. 

Out 6t frame: So framed that the 
frame lines trespass on the image area. 

To frame: Adjusting certain film 
mechanisms like the projector so the 
frames of film comcide with an aper- 
ture plate. Where this is not done, 
the frame lines will appear in the 
image area and the image will be out 
of frame. (See Film Information.) 

FRAMING Making the frames of film 
coincide with an aperture plate. 



FREE PERSPECTIVE A design tech- 
nique to provide a feeling of depth or 
distance. Lines on scenery or especial- 
ly a backdrop which by falsely con- 
verging or convergmg much more rap- 
idly than normal adds to an illusion 
of depth. 

FREE RESPONSE Research technique 
used by Schwerin Research Corp. and 
others to measure the effectiveness of 
a tv commercial. Much like the recall 
tests used in measuring newspaper ads. 

FREEZE Actor who shows temporary 
paralysis of tongue or movements. 
Scene is held stationary on the screen 
for a period of time in slides. 

FREQUENCY The number of times 
each second that something appears. 
Tv waves, being 30 to 3,000 megacycles, 
change millions of times per second. 

FOCUS The point where the rays of 
light passing through a lens meet and 
form an image. In tv, focus is accom- 
plished electrically within the camera 
as well as with the lens which is in 
front of the camera tube. 

FOOTAGE A term to indicate the 
length in feet of a piece of film. Each 
reel of 35 mm film contains 1,000 ft. 
A reel of 16 mm film contains 400 feet. 
The average running time of a reel of 
film is 10 minutes. Sound speed 16 
mm film runs five seconds for every 
three feet. 
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GADGET BOX BOX in which the cam- 
eraman stores things useful in working 
on his apparatus; i.e., tape and tools. 

GAFFER The chief electrician on tv 
shows; one who understands the tv 
cameras and supervises the other elec- 
tronic crews. 

GAG A juke or comedy situation or 
device. "Gag show" is made up of a 
succession of jukes or alleged jokes. 

GAIN The increase in volume of sound 
obtained in the amplifier from which 
the studio engineer adjusts the sound 
and video portions of a tv show. 

GATE Camera slot behind the lens 
which masks the film as it passes 
through the gate while being exposed; 
projectors also have a gate. 

GAUZE Linen or silk placed in front 
of the camera lens to soften hard lines 
and lighting in a picture. 

GEN. LOCK System of interlocking 
sync-generators between remote and 
the television studio. 



GET HOT (1) Ad-lib musical improvi- 
sation. The equivalent of "Jazz it up." 
(2) Direction to talent to start project- 
ing — get into their parts. 

GETAWAY An offstage means of de- 
scent from raised flooring areas within 
a set. Also a passageway behind set. 

GHOST Unwanted image appearing in 
television picture usually as a result of 
signal reflection. 




GIMMICK CI) Particular quality, 
planned characteristic or quirk which 
sets off a commercial or program from 
others that resemble it. (2) Any de- 
vice or "angle" used as an attraction 
for attention. 

GIVE Order to actors to become more 
a part of their character, to get into 
their parts and act more convincingly. 

GIZMO Generic term. In tv some- 
thing for which a more technical defi- 
nition is lacking or else has been for- 
gotten altogether by the speaker. 

GLASS SHOT Shot of action in a set- 
ting only part of which is constructed 
full size, the remainder usually paint- 
ed or applied photographically in mini- 
ature on a sheet of glass suspended 
a short distance in front of the camera 
in such a position that the miniature 
will appear to be in the same scale as, 
and to merge with, the more distant 
full-size set seen through the clear 
part of the glass. Gives correct effect 
of depth and perspective. 

GOB BO Screen made of sound ab- 
sorbent material, placed in an extreme- 

( Please turn to page 74) 



7'iirii |>n«/P for tips on best way 

to show your product on tv 

A scries of special sections is included 
in the Dictionary ' Uandhooh. These 
special sections include: a set of tips for 
the best icaif to show various products 
on the air (next paye) ; a hreaMomi 
of the SAG scale; a description of uipes 
used in television; a section on 
special color terminology ; a description 
of tv's sign language. 
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TV SPECIAL ^ 
J[FFECTS 
BY PRODUCTS 

A special tteotion of sponsor's Tv Dictionary /Handhook 



Automobllvs 

iJfiiuiii-triitiiiii if |)u»il>li>. Camera lc\fl i>. la-.-l \slu'ij 
tilt' car i< shot willi ihc lens le\ el \sitli the hood: avoid 
I li)seii|K from straight ahead extent for >hols of fea- 
tures: >im|)le hackgroiimU are hetter; plain drapes or 
haekgroiiiids alx) Hatter llie car. A\(ji(l shooting glass\ 
lini>hetl car.-.: lii-ttcr olTect is ohtained h) using light 
and medium ( olored ears. ."^lilU oi motion pictures can 
he elTeeti\el\ ust-d when a ear or part of a car cannot 
he hrouglit into tlie >-tudio: this is also g(jod to show 
elTecl!- or jtower of the autoinohile. 

BSitlxCtl tfooils 

Product idcntiliealion is important; use the wrappers 
for ealchiiig eve. I se of the product and human voice 
ini reases the fa\orahle rcspon.'C. I'oor color response 
of the wrajjjier or |)rodu( t can he corrected hy using 
photographs of the uraj)per, or the usc of dark cakes or 
pa>lries rather than while, which produces had color 
effects. In the n-e of l)irllida\ cakes, smoking candles 
make good elTecl. add drama to scene. 

tSeaniif aids 

Sell the idea: denioii>tration is mo-t efTective. In using 
the hair, -mail soft lights will highlight it as will small 
amounts of hrilliantiiie in the hair to i reate tevlure and 
natural highlights. In the face, a simjjle light i> usualK 
hest. Lipstick should usuall\ he used in the normal me- 
dium red shades, not deep red. W hen using the hands, 
use >oft lights and medium colors for nail polish. 

tSvev 

\ pinch of hicarhonate of soda dropped in a gla?s of 
heer will help to produce foani: light should come from 
the -.idc and from hehind. Sometimes using ink or other 
colors to highligiit llie label will help it to jihotograph 
hetter and add c(iritr:i>t hetween label and hottle. 




On fine fahri( > and textures, it is hest to take extreme 
closeup* in a wide angle lens. Rough materials look 
hest when < ro-- lit with incande>ceiit light. Cli)thiag 
mu>t he well lit from the front and the rear: it must 
ha\e a sharp outline or shape u> -Innv up well. Trial 
and (>rror can determine if a light or dark background 
i> best in ( oiukm tion w ith a >pe« ific scene. 

f>(fii*i/ pi'otluvts 

Ihe normal colors of milk an<l cream do not contract 
enough to show the difTeren<c. To ^how up Ihi'* differ- 
ence, add a bit of tumeric to the milk, and put the 
cream hack into the bottle. Cheese and butter will also 
improve in looks if a little tumeric is added. Butter 
looks hetter when mixed with some of the coloring that 
is used rn oleomargarine. If it lake> loo long lo whip 
cream on the air, add a few drop> of lemon juicft Lse 
of the milkman in a ( onmiercial i>- a good was to add 
the human touch and setting lo the commerciaL 

l>l*ll<|.S' 

The Use of a re\ol\ing drum and a human \oice at the 
same time produce a fine elTecl for small items and writ- 
ten material. W hen \ou wish to show large items, a 
counter display i> good. A druggist >ho\vii in the pic- 
lure also makes an exfcllenl .-alesnian. It is wi«e lo tint 
the druggist s coat for the best elTecl, 

Fhtrists 

The u>e of slide.- lo show picture- of floral displa\^ and 
an announcer u.-ing the '■reaso^^ wh\ \ou sliouhl <end 
flowers" have j)r(i\ed \ery effecli\e. \ faint spra\ of 
ink will lint the flowers and give them a lhree-dimen*Ion. 




al appearance if real (lower- are u?ed. Always use sinalj 
displays of flowers: the\ should he shown in siinj)le 
doseups with simple backgrounds. W henevcr possible 
use a background that suggests the atmosphere in whicl.i 
the flowers are used, such as a living room. 



Fiiriiitif I'c* 

W (»od looks best under a diffused light: a frosted light 
will produce clear picluie.s csf the wood. Leather and 
table tops should be spra\ed with wax to kill unwanted 
luster: don t rub. Mirrors and shin\ metals will look 
hest if spra\ed with a solution of epsom salt^ and stale 
heer (two to one I . Blacks and wliile< cause poor defi- 
nition and should be avoided where possible. Sumincr 
furniture can be tele\i.-ed. and white pieces >hould be 
spraved with a light water color solution to reduce the 
relltMled light. Lamps should be lit witii a bulb no 
stronger than l."> watt^: a froslc^l bulb will reduce rc- 
llectioii. Hugs and carjjet.- should be cross-lit and takeif 
in closeiip shots to -how texture of inaleriaL 
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Furs 

The use of live models has proved exrellent. Careful 
lighting is needed, baek lighting will emphasize line and 
hark and side lighting can be eomhined to show texture. 

Groceries 

Coffee and tea look best when televised very weak; a 
piece of dry ice in the bottom will help keep the coffee 
steaming. Fruits should be so arranged that the colors 
which contrast on the gra\ scale are next to each other. 
Fruits with smooth skins should be shot close up and 
not waxed but lightly polished with a dry cloth. Meats 
look better when the lean parts are painted lightly with 




grape juice. Soaps and detergents look best when in 
the foam or suds form. This can be done by using soap, 
hot water and dry ice. Dishes in a pan also create a 
reahstic picture. Vegetables should be treated in the 
same manner as fruit. Spraying them with water im- 
proves the highlights. These should not be displayed in 
great abundance and should be shot close up for best 
results and to achieve greater definition. 

Jetvelvy 

It is always best to have the jewelry worn or modeled 
if possible. If this is done, particular attention should 
be given to the wardrobe and personal appearance. Stones 
look best against a light gray material; diamonds look 
best against black. White backgrounds should be avoid- 
ed. Material in the background should be smooth and 
plain without being bunched. There should be nothing to 
distract from the item in the picture. Pearls will look 
best as will metals if there is black in the picture. 

Paper products 

I Paper towels will show best if some color is added to the 
water so that it can be seen how fast the paper absorbs 
water.. Coloring will add contrast to water. 

ReffI estate 

• Pictures or models of individual pieces of propert) will 
belp enhance the value of the property. Photographs, 
. motion pictures will also give good effects. The use of 
i electric signs will produce an original effect when com- 
tmercial property is being displayed on the screen. 
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tleSruieratitrs 

It is best to treat >tark v\hite surfaces with yellow shellac 
and spra) wax on the chromium so that it will photo- 
graph without too much unwanted reflection. lc(? trays 
provide an article in which cverAone is interested; dem- 
onstration here will add life to the cotnmercial. Show- 
ing the way the .shelves are arranged and how they can 
acconnnodate many objects is also a good selling and dem- 
onstrating point; opening, closing drawers adds interest. 

Slioe.s" 

Shoes look best when displayed on nice lookmg feel and 
standing on a hard surface. Black pumps next to a 
blonde table, or on linoleum or glass also make for good 
results. The use of moving displays such as turntables 
will add movement and create interest in an otherwise 
static display. 1 he camera angle should be at a level 
just slightly above the sole of the shoe; 90 mm lens is 
good for this shot. Shots from a toe-on position will 
create an unflattering effect, elongating the foot. 

Sllrerivare 

Use dark backgrounds for silverware; smooth surfaces 
cause flares; rough material emphasizes texture contrast 
in your picture and emphasizes silver highlights. 

Stores 



Stoves should be painted with clear shellac mixed with 
canary-yellow pigment for good photography. Chromium 
should be sprayed with clear liquid wax to kill trouble- 




some glare. It is go(jd sales psytdiology to displa) stoves 
with food cooking. Dry ice can helj) stimulate the boil- 
ing or cooking effect, adds realism to scene. 



Telei^i.sioii sets 

The appeal of (I) picture qualit) and size, (2) ea^e of 
tuning and (3) attractiveness are most effective in good 
commercials. Showing pictures on the set is most effec- 
tive. This can be done with a slide and back lighting. 
Animated silhouettes are also \ery effective. The same 
treatment should be given to the cabinet as for furniture 
to obtain the best view of the wood texture. Draperies 
of rough soft cloth provide a nice background. 

Wines 

Red wines look best when lighted from close behind 
with a frosted incandescent light. Fairly light back- 
grounds are usually best. White wines do not need close 
back lighting, but a frosted incandescent spot from above 
and one to one side will fill the bill in most cases. 
Backgrounds can be either dark or light for light wines. 
If labels don't register, photostatic copies made under 
controlled conditions will work nicely in their place. 
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Spot radio's creative salesmen 

Sclliii;: li> ha.sed more :iiicl iiioro on liard cli^'^'iii^' fof siieeifi<? iiisirkeltiii^ 
i'ai'i.s. Ilorc are four exaiiiiilos of liow radio reps are .selling today 



lie liert) iif Death oj n Salesman 
kt'pt lliat !-rlling i> oiil) a niat- 

t<'r of "a smile and a sh()<'-liiii<\" 

'rii('i<^% III) field wlioie this llirory i>; 
fuillicr finiii llir actual fa< t*. than sjxit 
radio. 

Sj)()t radio's Mdliiiji t()<lav lias be- 
come iiicrcasiiifiK a matter of dijxjiinjj; 
deep for fa<ts, not only about radio 
but about <lient marketing problems 
an<l ronij)etiti\e media as well. 

Several factors have brought the 
creative approach to the fore. 



• Maiiitaiiiiiig the le\el of spot ra- 
dio s])ending -and increasing it — re- 
c]uires hard <-oiii|)etition against other 
nie<lia. It's a matter of selling to get 
ra<lio's share of the budget as well as 
selling one statif)n again-t another. 

• \ ears of develojmient of the radio 
re|jre>entfitive 6i\5teni have brought 
more maturit) into >elling. 

Of course everyda\ sales activity 
doesn't involve use of full-dress pres- 
entations and reams of statistics. It's 
when one or the other or the reps puts 



together a special presentation that 
you can see the trend shape up. 

To show you how creati\ e spot radio 
salesmanship works today sponsor has 
chosen f<*Hr presentations — -each typi- 
cal of a certain approach. 

One. by Free & Peters, is a pitch for 
the medium itself. This presentation 
carefully suggests a concrete, new and 
merchandisable way for advertisers to 
use sj)ot radio. 

The second, by CBS Radio Spot 
Sales, is based on the rep's research 



.Soiling oil i<l«»n; Hit' usv of u iiiii.viral r«iiiiiit»rcinl which can bt? ctirii'd with the <nidieri<*e 



Free & Peters presentation soon to make rounds of 
admen is example of creative selling in uliioh an idea 
is being sold. F&P suggests clients use spot radio 
I'ampaign built around a memorable musieal trademark, 
Tlii.s iniisieal motif can be varied with time of day 
message is play ed and typo of audience reaohed. Ac- 
companying presentation, K&l* lias tape-reeorded 
examples of musieal campaigns using this approach. 



Among them : Atlantic Refining, Carling's beer, Camay. 
Shown going over ne\v presentation below are: Jones 
Scovern, sales manager, pointing at s\nubols which 
represent the varying musical themes. Standing by tape 
recorder is J^rank "WoodrutT, research and promotion 
director. Seated (1. to r.) : Bob Somerville. John Francis^ 
Don Fro.st, Dan Schmidt, Jack Thompson and Bill 
Mori-ison. manager of F&P's new business departmeut 
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into a particular client's business (I.in- 
coln-Mercury) . It starts with an anal- 
ysis of the client's market jjroblenis 
and then shows how radio fits into the 
advertiser's aims. 

Tiie third, by Edward Petry and Co., 
tells the advertiser how he can reach a 
specialized audience, namely farmers, 
via spot radio. 

The fourth, b) \BC Sjjot Sale-, 
starts with a particular program avail- 
ability and shows how this availabilit\ 
would fulfill a specific advertising aim 
of the client to whom the presentation 
was made. 

Free & Peters: This presentation, in 
the process of being completed al 
sponsor's presstime, is aimed at sell- 
ing spot radio as a merchandisable 
hard-sell advertising vehicle. It is ac- 
tually aimed primarily toward a/e, 
copywriters and others on the cam- 
paign planning level. 

Here's the idea Frank Woodruff. 



Free i IVters' research and ])r(nnotioii 
director, is getting across: 

1. Spot radio is the only medium 
through which you can reach your au- 
dience, individually or in the family, 
all da\ from morning to night with a 
message that is coni])letely keyed to 
their activity at the time. 

2. Sjjot radio can be a highly mer- 
chandisable vehicle if you build a 
trademark in the form of a recogniza- 
ble musical theme. You can then var\ 
this theme according to the particular^ 
commercial message that you want to 
dramatize throughout the day or eve- 
ning. 

He cites instances of national adver- 
tisers who have used their musical 
themes in that manner. Example: 
Camay. And he gives tips on how this 
national musical trademark can be 
varied to suit the theme of each com- 
mercial message throughout the day. 

"The changes in commercial copy 
can be handled in the music bv intro- 



ducing a (lifTcrent tem|)0 or treatmeni 
for (lilTercnt messages, but retaining 
the 'over-air conipan\ identification. ' 
Woodruff advises. (He's a former ad- 
man himself, having come over to 
F&l* after having been an account ex- 
ecutive. ) 

The major j)oiirt of the presentation 
is that an advertiser should consider 
his s])ot radio advertising as ati over- 
all, highly merchandisable campaign 
rather than a series of discomiected 
ainiouncements. 

The several variations of his musical 
theme from his announcements can be 
recorded, for example, and sent to the 
dealers as a promotion of goodwill 
among them. These records can be 
])layed at sales meetings and distribu- 
tor conventions to give salesmen and 
distributors a feeling of the national 
advertising effort the company is mak- 
ing. They can also be used for direct 
consumer merchandising by having 
(Please turn, to page 123) 



Expanding rr seheduie: the use of marhetittg data to show spot radio effectiveness I's. netcspuper 



CBS Radio spot sales wanted to show Mercury and its 
an'enc'3', Kenyon & Eekhardt. how effective spot radio 
had been in New York market where it was used heavily. 
Presentation was made drawing" ou sales figures for 
Mercury in New York as compared with two markets 
where radio yvas not used heavily. Figures shoyved that 
in heavy ear-buying month of April Neyv York market 
shoyved much higher gain over previous year than 



other two markets. And New York is not as good a 
market for company as markets it was compared with. 
.Shown with presentation below are: Henry R. Flynn, 
general sales manager, CBS Radio Spot Sales, New 
York ; John Akermau, account executive, New York ; 
Bert S. West, general sales manager, KNX and 
Columbia Pacific, Los Angeles ; Sherril W. Taylor, 
sales promotion manager, CBS Radio Spot Sales 
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■Hi Hi PCiiliU TI HITIIIS 

» — 




I. .Wif stdtlons oil «ir* 



CITY & STATE 



DURHAM, N. C. 



FARGO, N. D. 
MARINETTE, Wis. 



STOCKTON, Calif. 
TRAVERSE CITY, Mich. 

VALLEY CITY, N. D. 



CALL channel! on. air 

LETTERS NO. i DATE 



ERP (k»)' 
I Vltual 



Antenna 
(»)••• 



NET 
AFFILIATION 



STNS. 
ON Al R 



SETS IN 
MARKETf 

(000) 



PERMITEE & MANAGER 



WTVD 



1 1 



2 Sept. 



316 1,000 



NBC 



NFA 



See Valley City, N. D. 
V/MBV-TV 11 12 Sept. 



105 450 NBC 



NFA 



KOVR 



13 6 Sept. 



V/PBN-TV 7 7 Aug. 



KXJB-TV 4 1 Aug. 



144 3,172 



51 760 NBC 



100 1,090 CBS, 

DuM 



1 12 vhf 



NFA 



42 vhf 



Ourham Bcttg. Enter* 

pritet. Inc. 
Harmon L. Ouncaji. pret, 

& gen. mgr. 
J. Floyd Fletcher, v.p.- 

Ernie Greup. pgm. mgr. 
Mike Thompson. »m. nigr 
Henry Cronln. chief 
engineer 



M & M B»tg. Co 

William E. Ka'ker. prei. 

loseph O. Mackln. Me- 
tres. K gen. mgr. 

Wailiam R. Walker, 
station mgr. 

Pat Kehoe. Aim dir. 

Alister Alexander, chief 
engineer 

Television Olablo Inc. 

H. L. Hoflman. pres. 

Orrin H. Brown, v.p. 

J. A McCuiiough. v.p 

W. W. Eitei. v.p. 

Midwestern Bcstg. C«. 
Les Blederman, pres. 

L gen. mgr. 
Wiillam H. Kiker, v.p. 

& ch'ef engineer 
Drew MeClay. see.-treu. 
R. E. Detwlier. com. mgr. 
North Dakota Bcstg. C«. 
John W. Boier, pres. t. 

gen. mgr. 
Wiiilam L. HuMey. sl|.. 

mgr. 

Hal Kennedy, pgm. mgr. 
Arvid Johnson, prod. mgr. 
Robert RIdgeway. chief 
engineer 



II. \ew coustvuclion permits* 



Headiey-Kre 



Clark 



HoTmail 



Weed f. 



CITY 4. STATE 


CALL 
LETTERS 


CHANNCLi 
NO. 1 


DATE OF 
GRANT 


ON-AIR 
TARGET 


[eRP (kw)" 
Visual 


Antenna 
(ft)"- 


STATIONS 
ON AIR 


SETS IN 
MARKET! 
lOOOl 


jpERMlTEE &. MANAGER 

t 


B*OI' 
RE PI 


BEAUMONT, Tex. 


KFDM-TV 


6 


4 Aug. 




100 


537 


1 


28 uhf 


Beaumont Bcstg. Corp. 
D. A, Cannan, pres. 
C. B. Locke, exec. v.p. 


Frw i 

Pettn 


COLUMBUS, Miss. 


WCBI-TV 


4 


28 July 


Spring 'SS 


5 


390 


0 


NFA 


BIrney Imes Jr., per- 
mltee & pres. 


JMcGlllvri 


NOTRE DAME, Ind. 




46 


12 Aug. 




164 


500 




1,11 uhf 


Michlana Telecasfing 
Corp. 

(U. of Notre Dame) 
Rev. Theodore H. Hes- 

burg. pres. 
Rev. Edmund P. Joyce. 

sec.-tres. 




PORTLAND, Ore. 


KLOR 


12 


28 July 




316 


1,015 


2 


1 82 vhf 


Oregon Television Inc., 
Henry A. White, pres. 
S. E. Thompson, v.p. 
R. L. Sabin. se«. 


HflllaiHr 


SCOTTSBLUFF, Neb. 




10 


18 Aug, 54 




12 


620 


0 


NFA 


Frontier Bcstg. Co. 
Robert S. McCraken. prrs 




SOUTH BEND, Ind. 


See 


Notre Dame, Ind. 
















TAMPA, Fla. 


V/FLA-TV 


8 


4 Aug. 


Feb. '55 


316 


1,035 


0 


NFA 


Tribune Co. 

D. T. Bryan, chmn td. 
John C. Council, 
pres.-trcs. 


Biair Tt 



BOX SCORE 



( . S. sl<ition\ on (in. 
Ilnnnliilii ami \liisLu i 27 
'.>V 

Mnrki'ls ran red 



UK I 
liie. 



'J 10 



I'osl fri'i'ze c.p.'s granted (ex- 
rliifling .32 ediicalional sirunts: 
27 (//.e. oil 
Grantees on air 



Tr homes in I . >*. I 1 Jiih 

•51) :to.Ti7.o(im 

L'.S. homes uiih iv scls (1 
'Jit I luh '~>\\ 



•Ili>lh np« I* » anti »lattjn« g Injr in ilu- nlr ll«id here arc iii sp which orrurri'd ht-meoii 
7 Auff an* I -7 Viik* t^r mi ulih li ififrmul l<>ii r tulil In- i»l)ialn>-<i hi tliin pi>rlo<l Stations uit' 
'oniidcrf'l to he i>n tlir air uhm i tinmrr liil (rpcTiitlin 'itartt •'KlTctlve ra fialnl |n>wfr .\ural 
IMnvrr utuailjr l» imr half the vl tiat IfOAtr "VVntrnnu iultrhl uh w %\craRi' tfrrain (not 
atKnp xrmjr*! t Inform a lh*n mi ilio numlt< r if ^ft« In markets wlicre ntt iltslpnatol %\ hplnK 
fn>ra NliO llrararrh mnil^ia (f t-%ilmatrf fn»in the stiitl ns or rf|K» mv\ ntuat he ih-t-iiit-il B|ttirn\l 
male 8l>*ia from Nlir Itc^cirrh and J'lniinlnc I't-rrfntases ha'if^d (^n honien with si'is nnd 
honiei In tv rt3Trrnicc art-a* are oin^ldin-d attp' "\ 'ni«ti' 'In m* si :h rcorevrntaHvi- i*f ;i 



radio slailon uhlrh Is pranie.! a r p. aU ri'pri-&rnts thi- new Iv i>f>eratlc>n. SInr* tl p*'** 
It is Kt-nfrallv loo early to «>nllrm I\ representathe*; of miw-I crantc**. STONSOR ll«U 
rii).'! of the radio slallons In IhU eolumn ( vhen a ladlo stall n lia<i been cUen ihe xx <t 
NFA: No flk'ures avallahle at presstlme on sets In market 

'This iiumher Includes cranls lo remiltee* «hn 1 rtc since Mirrcii Irr^nl Ihflr r p "t: ^ ' 
hatl I hem volth d hy FHT 
-inchides statlin In Kartro. \ P 
■'Inrliiilr* Smith lti*nd ind. 
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THE NEW KEN MURRAY SHOW. 





. . great heroes 
. . world personalities 
..famous events 
..daring exploits 
..world shaking decisions 
. . unbelieveable records 



SEE . . , the man described 
by General Pershing as the 
greatest hero of World 
War I. 

SEE . . , the woman who 
brought greater glory to 
America by her exploits in 
1927 . . . and nearly lost 
her life in the effort. 

SEE . . . the man who made 
world headlines twice in 
one day , . . the day that 
Adolph Hitler refused to 
shake his hand. 




This new exciting program, produced by Ken Murray is filled with drama, 
comedy, suspense, music, variety and the great events which set apart a 
special day in our history as belonging particularly to one man or one 
woman. The day they added one more document to American history in 
our century. The day that they were the talk of the world. 

The most amazing list of great personalities ever put on television in one 
series ...... brought to you directly from their present homes through- 

©Ot America. 

26 HALF-HOURS. ..AVAILABLE NOW.. .for local and regional sponsorship. 
. * a for those sponsors and stations who want something NEW . . . 
REFRESHING . . . DIFFERENT . . . Call your nearest UTP office and screen 
Ken Murray's new television series . . . WHERE WERE YOU? 



home office "~ — — 

HOLLYWOOD 

650 NORTH BRONSON 
HO 9-8321 



NEW YORK 

444 MADISON AVENUE 
PL 3-4620 



CHICAGO 

360 NORTH MICHIGAN 
CE 6-0041 



WHERE WERE 
YOU? 

produced by 
Ken Murray 

for Bing Crosby 
Enterprises, Inc. 

Distribj;ed By 

United 
Television 
Programs, inc. 
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Ratk Patt' 



I 2 



U 1 » 



.V 



10 



JO 



Rank Past 
now rank 



I 2 



10 





J]/ 




IP [ID 



Si ntiip if top 

Chart covers half-hour syndicated film pr\f 

-^1 




Top JO shows in 10 or more markets 

Period 6-12 July 1954 
TITLE. SVNOICATOR. PRODUCER. SHOW TYPE 



f I-«m/ Three lAves, Ziv (D) 



.Tlr. f>i.v(i*i<-( /l<<oni<»i/, Ziv (A) 



IttnUje 71!, NBC Film (D) 



#'<M'o«*i<<' .S'iory. Ziv (D) 



lAberove, Guild Films (Mu.) 



Viti) netevtlve. MCA, Revue Prod. (D) 



I'oiM'i.Oii f ii(ri<;ii{>. JWT, Shel. Reynolds (A) 



Ki< Corson, MCA. Revue Prod. (W) 



Ci.sfo liUI, Ziv (W) 



Itavlivt .S';/iui</. ABC Film, Showcase (D) 
.SlIIXTIIuiii. Flamingo, R. Maxwell (K) 



Average 
rating 



2.7.1 



IH.1 



17.4 



1 0.2 



l.'Ji 



S3 



li»..f 



I i.r 



1-1.7 



7.ST ATI 0 N 
MARKETS 


4.STAflON MARKETS 


J-STATION* MAR 


N.Y. LA. 


Boston Chi. Mplt. S. Fran. Seattle St. L. Wash. 


Atlanta Bait, cim' 


7 , / f 1/. ^ 

«n|jt kItT 
10 S'lpin .>> 30pm 


75.3 75.5 20.3 77.5 70.5 33.5 70.0 
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Top 10 shows In 4 to 9 markets 



Inner Snnetum. NBC Film (D) 



l.ojic Wolf. U7P, Gross-Krasne (D) 



Ueurt of the Ci<i|, UTP. Gross-Krasne (D) 
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r<iiiiuii.s' f'/<ii;rioii.v<>. MCA, Revue Prod. (D| 



.leflreu Jones, CBS Film. L. Parsons (D) 



C'oiiii(<>rpoiil(. UTP, Bing Crosby (D) 



Colonel Mareh. Official Films, Panda Prod. (D| 



/liiio.v *ir /liMfi;, CBS Film (C| 



fi'ciM' Autrii. CBS Film (W) 



Orient i;.vjir«vv.v. NTA. John Nasht (D) 
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rAON MARKETS 
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2-STATION MARKETS 
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In arket is Pulse's own. I'ulse determines number by roeasur- 
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inowr winner; 



from the portfolio of 




Sales Builders 



No mystery about the success of this one. Here's a brand 
new series, that boasts an unbroken record of success in 
every major medium. Ellery Queen is a fictional detective 
who is very real to tens of millions of fans. And Hugh 
Marlowe, star of stage ("Voice of the Turtle") and screen 
("Twelve O'Clock High" and many others) brings him to 
vivid life in each episode. 

With scripts (which avoid sadism and brutality) super- 
vised by Ellery Queen, with production on the level of the 
highest quality dramatic offerings, the show has won 
instantaneous acceptance by local and regional advertisers 
throughout the country, as well as by stations which 
bought the property to make sure it was on their air. All 
of them are profiting from the audience-building tie-in 
with the American Weekly. 

If you're interested in a series where you kyiotv how you're 
going to come out, Ellery Queen is your dish. 

For availabilities on this proved winner, contact your 
nearest TPA office. 



p 9 Television Programs of America, Inc. 



New York: 1*77 Madison Avenue 
Chicago: 2710 West Siunmerdale Avenue 
Hollytvood : 6253 Hollywood Boulevard 



DEPARTMENT STORE 



AIR CONDITIONERS 



-l'()N'>()H. Mr..ii-.-llir-lil)i-r;: 



. I)ir.rl 



( II- < iii>>h)IJV .ifUT tiMiif: ll'Kl}\-'n for 

ti iinn<>uitirinrnl\ pnimoti itf^ n seriii-annnnl Remnant 
l)<n .■idle. lhi.\ ilfjuirtmrni .\lur<' one uj ) on ngstoK n s 
Irtuicr^ rcporlttl lolal sales had ntulicti an all-tinir liifili 
for (in) ronijKirahli' jienoil. Schedule e<illetl for 20 an- 
nontieenients til a total ro.st oj Store ojjirials said, 

"I here s no ifiirstion ahoiit the iinjmit oj ll'Kli\-l I . . . . 
During this last sale rrontls ns're so tremendous it was 
difjirult to pet in and out oj the store. . . ." The store 
increased its tr Intdget. reduced its neii spaper schedule. 



rHOC]{.\ M : Aiiiioiiiit pmenis 




LUMBER COMPANY 



I'ROCHAM : KKTN W.-ather 



COMIC BOOKS 



K1'T\ . I'ortlaiiil 



I'HOCH TIk- Toyiiiak. r 



■SPONSOR: Abrahani^on Liinil.er Co. AGENCY: Direct 

CAPSULE CASE IllSTOin: Since KKTl uent on the 
air in December 1952 this firm has sponsored three 
neather shons. Last jail Abrahainson^s promoted (parages 
and carports with FUA Title 1 financing. Response iia.<; 
so great that jor the next tuo weeks the company bought 
every available weather show on the station. IVhen the 
campaign ended Abrahamson's had sold S26,5(K) in ga- 
rages arid carports and il\t still getting inquiries. The 
campaign cost SIOO. Live commercials uith a cartoon 
panoramic strip were used jor the iieather shows. 

KKT\'. Colcrailo "^prinn^ 



^I'ON^OIv Ki.lifirl.l (HI ( ... \(,|;NC^ : llix<.ii Jorgcn>on 

1.1. ( 1II-I0I{\ : The sponsor had distribut- 
ed specitd given II try roniic boohs to its gas stations in 
the Portland area. But the books ii eren I moving so Rich- 
fiebl bought participations in Kl'Tl 's Pox maker shotr 
('l-:.'U)-.'j:()0 ji.rn., ii cehihns \ . fjter five announcements 
20.000 boohs ha/l been given auin. An additional .S.OOO 
were shipped in jiom imolher ton n and they ii cre gone 
ahnosl immediately . Still another .").(>()() were shipped in: 
again, they lasted only a short itlide. In less than two 
weeks ,'i().00() boohs it ere siren tii( a\. Ti cost: .'*(iOO. 



^l'()^>^OR. \ir Tfnipi ratur.-. Iik . AGENCY,: Dir^i 

C\PM I.E GSsi: lll-TOin : Air 7 eiiiperature. Inc., oj 
1 Ulna now sells %-in by the carload lot. The product is 
Chrysler Airlcmp residential air conditioners uliich cost 
jrom SI. 400 to Sl.CtOO apiece. And sale oj a carload lot 
is directly attributed to three weekly halj-hour film dra- 
mas bought in June jor §150 each. There were 33 units 
sold in the area in June — oj which this sponsor sold half. 
During July and August he ctmtinued to outsell all olhei 
dealer.s tuo to one. Total cost oj the carnixiign uxtf 
■Sl,500. Television iia.^ the only medium used. 

KI\'A, Yuma PROGRAM: Favorite Stor) 




NpONSOK: Cuir>' Monument Co. AGE.NCY: D'ixrci 

CAP>1:LE case history: This sponsor, who makes 
tombstones, uses one 2()-second announcement every Sal 
iirday night on IV ROM-TV's Saturday Jamboree — and 
his gross sales have doubled since the schedule began it, 
mid-April. Copy and pictures used are straight sell, jor 
saking the traditional sentimental approach, and slresi 
lieauty, craftsmanship and service. The sponsor offer, 
free delivery service anywhere within the viewing area 
Customers have liought monuments from as far as 9f 
miles away. The cost is .$1.5 weekly. 



\^ROM-TV, Ronif. Ga. 



PROGRAM: Saturday JainbMr.^ 



I 



TIRES 



SPONSOR: Fisk Tire r)i-tribnlor 



AGENCY: Dire- 



CAPSULE CASE HISTORY: h an effort, to boost sale 
in what was considered a slow market, the local Fisk Tir 
distributor decided to test a local tv program. The pri 
gram selected uas Tv Tune Shop, seen nightly ore 
IVMFD-TV. Two one-minute participations were bou^h 
They were run on consecutive nights and consisted t 
live demonstrations showing the advantages of Fisk Tirt 
over other makes. Twenty-four sales of complete sets i 
tires resulted from the tuo participations— a healthy Ij 
crease in business for only S70 invested. 



W .MFD TV. WiliiiiniitPh. N. C. 



i'ROGRAM: Tv Tiin«- ?h 



SUPER MARKET 



"^I'ONSOR: Coii-unter'-. W an liou-e Vlarket AGENCY: Dii* 

CAINL LE CASE III>TORY: In spring this spans, 
.•icheduled a promotion to sell cake mi.x {at 33c a boi 
and evaporated milk (at lie a can i . Only one commt 
cial -the middle one of the sponsor's Boston Hlack 
show uas usetl to plug the promotion. The ne.xt rf' 
more than 7.600 paclages of cake mix and R.OOO cans 
milk were sold $3. 100 /// sales at a cost of $.39.85 / 
the single commercial. The sponsor, as a result of ll 
and other effective advertising, just renewed on the .<. 
tion for another year. 

KF-\-T\. Fori >miili. \rk. PKOGR\M: Bo-ion Hh<- 





THE SOUTH'S 



fasfesf 



itieFf^URBS 



POPULATION 

1940 88,415 

1953 . 197,000 

RETAIL SALES . 

1940 . $ 20,251,000 

1953 $184,356,000* 



attdHiefAeTS 



CHEMICAL CENTER OF THE 
SOUTH • WORLDS MOST 
COMPLETE OIL CENTER • 
AMERICA'S MOST BEAUTIFUL 
STATE CAPITOL • HOME OF 
LOUISIANA STATE UNIVER- 
SITY • FARTHEST INLAND 
DEEP WATER PORT 

Baton Rougeans are among 
the highest paid workers in 
the country — with the highest 
per capita income in Louisi- 
ana. To reach this rich petro- 
chemical market, put your 
message on WAFB-TV. We 
have, since April 1953, given 
Baton Rouge entertainment 
from all 4 networks, as well 
as our own first-rate local 
shows. To have your sales 
message delivered to your 
potential customers in this 
area, contact: 



Tom E. Gibbens 
Vice Pret. & Gan. Mjtr. 

Adam J. YounQ, Jr., Inc. 
National Ropr**entat!ve 

*£jr/ Baton Rouge Parish^Sunty 
of Buying Poutr, 1954 



CHANNEL 28 
BATON ItOUGE. LA. 
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{Continued from fiaf^e ol 

II would be far bettor to devote your elTortb and iiieinos to 
tbe subject of getting account- or ibe })Ptter bandling of pres- 
ent ones." 

The two young men cougbed jiolitely. 'Diey were still 
afraid tlie intruder had heard loo nuicli -o tliey continued 
to listen. 

"I don't want to -(^und like Pollyanna." Beauregard con- 
tinued. 

The young men brightened perceptibh . They thought he 
had said Polly Adler. 

"However. 1 think you'll both be on a lot safer ground if 
you take the point of view that inept advertising men in tlie 
ofTioes of advertisers are the direct result of inept agency 
service. In other words, the onus is on the agency to develop 
and educate the ad manager where this is called for. Their 
skill in teaching him the difTerence between good and bad 
advertising is just as important as their skill in preparing 
that advertising." 

"Yessir," said the two men. 

"I'm not through yet." said Beauregard. "Before you 
categorically state that clients are dopes it might be well to 
review what their objective-; are — and see if. perhaps, yours 
are tbe same. Also, you might pause to wonder whether you 
really are a belter judge of what a client's comjiany should 
be saying. 

"I've seen scores of fine looking acis and sloryboards 
turned down with the simple comiuent^ — "This doe-u t look 
like us!' 

"A connnent like that usually rau-es the junior account 
man and ^or copy writers to froth at the mouth. But as you 
get along vou find that one of the greatest service-^ an ad 
nuiuager can perform is to preserve, in tbe advertising he 



film 
than 



id 



O.K.'s. the corpoiate personality — to make cop)'. layout 
tecbnicpie or wbate\er reded that personality rather 
run counter to it and thu- destroy ill" 

"Wmv interesting." muttered Old Eli. 

"This, mind you. is not a plea for stuffy acKertising.' 
Beauregard. "It's jusl a lip that some folks may not be 
kuucklebeaded as vou think. And now — goodbye and tJiauk? 
for listening. 

As Beauregard walked oUl. Crew Cut shook his head, 
"Wonder who that old goal was?" he asked. 

"i duimo." replied his chum. "Maybe he work 
Four A"s." Then lhe\ wciu back to their drinks. 



for tlie 
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SPONSOR 



T. I story board 

4 column sponsored by one of the leading film producers in television 

S A K R A 



NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 





"1 lull's ilif IjcaLity of Lux" is the iJiciue oT a iicw stricb ol coiiuiieK iaU by 6aiij 
lor "Lux X'ic'eo 'Iheatie." Close-ups of Holly wood stars, plus demonstrations ol 
the aetiial Lux Beauty Treatment visually prove that Miss Average (iirl tan be- 
eome Miss Glamour Girl. High style photography is used throughout this series 
produced for Lever Brothers Gompany through ihe |, Walter I honijjson (Company- 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 



A new series for a new product, Instant Pet Milk! Appetite appeal, economy are 
stressed by human interest, pep-in, and stop motion. Easy instant use is empha- 
sized by live photography and an animated background of tinv snow flakes. Pro- 
duced by San'a for Gardner Advertising Gompany and their client. Pet Milk 
Gompany . 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





W'aiiii family appeal is made realistic in <i new commercial for the Grane Gompany. 
Grane Radiant Baseboard Heating is shown in attractive interior scenes stressing 
the fact that it blends with the general decoration and becomes part of the room, 
A free booklet offer ends the dignified sell. Produced by Sarra for the Oane Gom- 
|jany through Leo Burnett Co., Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 



huagiiiative begiruiings set the stage tor Sarra's strikingly creative series ol one- 
minute and 20-sec()iicl T\' Lomnicrcials for Cocjk Paints. With each product being 
treated separately in every commercial, such delightful symbols as festive balloons 
and full rainbows graphically illustrate the colors in which Cook's OuLside House 
Paints, Sliadotone Enamel for Interiors and Scuff-Proof Floor Enamels are available. 
And interesting visual originality that insure high memory recall sells hard on 
points of product superiority, (treated by Sarra for the Cook Paint X'arnish 
Company in collaboration with R. f. Potts-Calkins S: Holden, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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10 It III (>(>tii/<'r eontt'st u'iiiiK'i 

I'm New ^ ork ;if;i'ii< y limolvnj- 
IT- will l»e ficlliii'; iheir N'ilainiu C 
i)<H ciiihci when liiey oncli re<ci\e 
a <'i;)l(' (if i-lorida oranges. The or- 
aiijzo were olTered to the fir?l 10 time- 
bin ers wIkj fould correctly list the 15 
eitie- ill llie world be<:iniiin>; with the 
letter "M" with a |)o|)ulali()n of more 
than .')()().000. 

1 lie t ()nte.-t. engineered hy Uohert 
S. Keller, Inc., sales promotion, was 
designed to focus attention on WMMB. 
Melbourne. Fla. 

Of timehuyers in 101 a<;encics invit- 
ed to enter the contest, do or 16.1 '^"v 
— sent in entries. More than 100 en- 
tries were received; GTC? of them were 
correct. Most of the entries arrived 
loo late to qualify as winners. 

Entrv forms were mailed out on a 



.V lo f/f< or«iu/t».s by the eraie 

Monday. B) Tuesday morning at 11:50 
two correct lists had been received. 
First winners were Vic Seydel and 
'\nne Bnrkholder of Anderson & 
Cairns. Inc. Other winners were Bill 
While, Jim Ducey, Joe Gavin and 
Charlie llelfrich of Cunningham & 
Walsh: Beth Black of Harry B. Cohen: 
Liz Thom|)son of Kiesewetter Associ- 
ates: George Kern of Lennen & \ew- 
ell, and Herbert Gruber of Cecil & 
Presbrey. 

Obviously Melbourne is one of the 
15 cities: others are Manila, .Madras. 
Mukden. Montreal. Mexico City, Mon- 
tevideo. Manchester, Moscow, Munich. 
Milan, Marseilles, Madrid, Minneapo- 
lis and .Milwaukee. 

The winners will receive their crates 
of oranges in December when the crop 
is at its beiit. ★ ★ ★ 





Tv coiiiiiiciu'ini with mute 
iiKxIcI sells huthiitfi stutp 

llie pieture above i> from a televi- 
sion < ommercinl. You're right the 
model i- taking a bath. ( \ fabric 
screen >iIhouettes her figure.) 

'■\\ hat's more.'' sa\s the \llen B. 
\Vrisle\ Co.. whi< h inak<-s the soap the 
voiiiig lad\ is using, "the enchanting 
sight of a feminine bcnintv performing 
her bathing routine has been brtiught 
into llie saiictilv of the living room 



with as much taste and charm as a 
school marni directing choir in Sun- 
day school." 

W'risley uses the commercial in its 
Charm Salon program on WGX-TV. 

★ ★ ★ 

Traditional Umtj-hair W'QXIt 
bretths oat with jazz show 

i\o longer will tradilionalK' long- 
hair WQXR. Xew York, be know n only 
for its classical and semi-classical mu- 
sical programing. The station has start- 
ed a jazz program, broadcast .Monday 
evenings, 9:05-9:35. sponsored bv 
Coca-Cola Bottling Co. of New York. 

John S. Wilson, jazz critic of the 
Aeir York Times and ///ir/i Fidelity 
magazine and George Simon, editor of 
Metronome, will ni.c. the program. 

WQXB says lluil jazz is recognized 
as 'vharacterislicallv \nierican art 
form." Hence, it sees no violation of 
its previous program policies. 

In \\ ilson s opiiiion. the one signifi- 
cant difleren< (' between jazz and 
\\ QXli s regularlv scheduled classics 

is that jazz is a performer s music. 

* * * 



\ew tv rep ttt haudle oii/i| 
.sill (I / / (> r-iiia.rlce t stttti on s 

First television station representa- 
tive firm organized specifically to han- 
dl<' national sales representation for 
non-metropolitan t\ stations swung in- 
to operation la-t week. 

I he new firm. IIoag-Blair Co., *as 
formed b\ John Hlair, president of 
Blair-T\' and John Blair & Co., and 
Uohert Hoag. president and general 
manager of the new rep. Hoag was on. 
the sales staff of CBS T\ Spot Sales 
and was sale* manager of KTSL (now 
KXXTl. Los Angeles. For the past 
vear he has been sales manaser of 
KF.MB-TV. San Diego. 

First stations to be represented b\ 
Hoag-Blair include KBES-TV, Med- 
ford. Ore.; KFYR-TV, Bismarck, X.D.? 
KIDO-TV, Boise, Idaho, and KIE.M- 
TV. Kureka, Cal. One unique feature 
of the new organization is a board of 
governors com|)osed of station opera- 
tors represented by Hoag-Blair. All 
station operators will elect a new 
board of governors each year. 

'"We hav e long recognized that there 
is a basic difference in the sales strate- 
gy necessary for effective representa- 
tion of competitive stations in major 
markets and tv stations located outside 
of major markets. ... A separation of 
responsibility between those who sell 
the major market stations and those 
who sell the smaller market stations 
will react to the advantage of both." 
Blair said, in announcing formatioi.] 
of the company. 

In talking about the smaller market 
outlets. Hoag says. "It should not be 
difficult to prove to the national adver- 
tiser that many such stations are out- 
standing vehicles because they face les~ 
intense competition for audience from 
other t\ stations, radio and other media 
than is the case with many major mar- 
ket stations." ★ * * 

\. y. ndiiicii ri.se at dawn 
to brealiiast on steak 

Promise a tempting reward and 
even 6:00 a.m. isn t too early to get 
Xe\s York advertising men (and Wom- 
en) out oi bed. 

The reward, in this case, was steak 
for breakfast. It was served up by the 
Old Homestead Restaurant in the heart 
of Xew York's old Chelsea district 
the citv 's meal packing area. The gim- 
mick was a restaurant broadcast of the 
Hot) iQ- AW Shou, wake-up jirograin 
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3 Miss Steaks visit WINS' Bob & Ray program 

aired daily from 5:30 to 9:00 a.m. over 
WINS, New York. 

In addition to the steak, WINS ar- 
ranged for the appearance of three 
Miss Steaks for Breakfasts — Miss Rare, 
Miss Medium and Miss Well Done. In 
the picture above, the girls are (1. to 
r.) Eleanor Blunk (rare), a model; 
Mary Jane Doerr (medium), from the 
Can Can chorus line, and Romie Blair 
(well done), a concert pianist. At the 
microphones are Boh Elliot (left) and 
Ray Gouldingi 



★ ★ ★ 




Briefly . . . 

Sideways glances of announcers and 
performers who read their lines on 
prompting devices — thus unintention- 
ally but nevertheless unavoidably miss- 
ing "eye-to-eye " contact with the audi- 
ence — may soon be a thing of the past. 
Edmund B. Gerard, a New York cine- 
matographer, has applied for a patent 
on a device he calls the "Eyeline Moni- 
.tor." Used in conjunction with a 
prompting device, the Eyeline Monitor 
attaches to the front of a television or 
motion picture camera. The lines a 
performer is reading appear directly in 
honl of the "taking"' lens of the cam- 
era, so that he seems to be looking di- 
rectly at the audience. Of course the 
script lines are invisible to the audi- 
ence. The instrument, which will be 
leased to television stations and net- 
works, currently is being tried out bv 
WNBT, New York. 

» « * 

What' s a transcription library worth 
to radio stations in terms of time sales? 
RCA-Tliesaurus recently polled its sub- 
scribers and found that the average 
{Please turn to page 130) 



your sales in 
the vast Intermountain Market by using 
KSL-TV, the area station. 
KSL-TV really reaches viewers in this 
billion dollar market, too! Over 
80 percent of the average daytime 
audience and more than 55 percent of 
the average nighttime viewers are 
regularly tuned to KSL-TV.* 
For more facts about a market that's 
growing by leaps and bounds, 

and for availabilities, call 
CBS-TV SPOT SALES or . . . 





serving 39 counties in four states 
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ti furiiiii Oil €[uesllutts of ettrrviil iiticresl 
<o ttir itilvcptisv^rs mtd Ihvlr uyvtvcies 



Whtti tive the tttlvuiUaffes to u spoiisov of ii.viiif/ 
.vi/ii(Iic*(flc'(I films in tiiiflliple-iiin ricci buys 





THE PICKED PANEL ANSWERS 

CAN BUILD OWN NETWORK 

liy John //. Sinn 
I'rrsidvnt. Zir Tfleti.i'nni I'rngrainx Inc.. 

In answering this 
question, there 
are four main 
points which I 
would like to 
make. 

1. The I rend 
toward use of 
film in television 
is definiteh' in- 
creasing. In the ])ast year and a half 
the total film ])roduct handled by Ziv 
Television Programs, Inc.. lias in- 
creased 3509^ and the volume of husi- 
ncss with stations and advertisers has 
jumped 13o%. 7av W now has seven 
fdni series currently heing seen in more 
than 125 markets. They are: / Led 
Three Lives. 150 plus; Mr. District At- 
torney, 150 plus; Boston Blackie, 135 
j)lus; Favorite Story, 135 |)lus; Cisco 
Kid, 125 |)lus; The Unexpected^ 125 
|)lus; } our Tv Theatre, 125 plus. 

In addition. Ziv Tvs latest film se- 
ries, Meet Corliss Archer, which is 
xlioduied for rrlcasr this month, al- 
re;idy has hren sold in more than 80 
markets. \ furtlicr c\ain|)le of the ex- 
tent to which film has |)cnetratcd tele- 
Msion projj,rainin^ is tlic fact that in 
the lop 50 markets in the <"ountr\' the 
fi\e leading T\ >li(iws are almost 
<i)mplctcl\ >-ol(l (int. riial is, tiiiil out 
of 300 p(»-<ilile -ale- (00 markets X 5 
-lidw-i the /i\ W salo -tail has ooin- 
pletcd ('oiitrai l- on 91''^ of them. 

2. The six chief (ulviirtlasies of srn- 
dicdlcd film .shoics as apain.il netn orl; 
hins arc the folloning: 

The ro-t <if |irodnction of a -ivndi- 



caled film show is pread out over many 
advertisers. 

The advertiser can take advantage of 
the best possible spot time buys. 

A network operation is inflexible; 
that is, an advertiser gets a pre-set sta- 
tion lineup. Whether the stations fit 
his distribution requirements or not, 
to get the show the advertiser must buy 
the w hole station group. 

In any market an advertiser using a 
s) ndicated show can select the strong- 
est station in that particular market. 
In a network buy the station he must 
take in the same market might be a 
weak station. Thus the adverti.ser is 
paying to support a station that does 
not give him a chance of an equal re- 
turn. 

In using a syndicated show and mak- 
ing his own spot buys the advertiser 
has his choice of adjacencies both as 
to product and shows. It gives him an 
opportunity to steer clear of compet- 
ing shows that are too strong to over- 
come and to make sure that his prod- 
uct is not sold in a time spot that is too 
close to his product comjjetitor. 

The sum total of the above five 
points is that using a syndicated film 
series an advertiser can build his own 
''film spot network. This in turn gives 
him the advantage of matching his 
television advertising to his distribu- 
tion whether it is in a single market or 
a group of markets. He is not saddled 
VNith surplus ])rogram and time costs, 
weak stations. <jr stations in markets 
vNbere be has no distribution require- 
ments. 

3. A local live sliou- with local ep- 
ical is not neccisardy just as efjectivc 
(IS a film .■(hoic. In fa< t. in most <ases 
the rcNerse is tru*. There are man) 
local live shows that have strong ap- 
peal and ideal for the retail ndverti-er 



but most local live shows ciannot meet 
the regional or national spot advertis- 
ers' demands that it have the largast 
audience available in the market. 

Other advantages of syndicated fiW 
shows o\ er local live shows are.: 

Talent: A local disc jockey walking 
on the street of the local community 
probably would get a lot of recogni- 
tion, but a nationally known star would 
be recognized instantly and would be 
mobbed. That same difference in ap- 
peal would hold true in programing. 

Quality: Regardless of the type of 
show the use of film over live presenta- 
tions allows for the refinement of per- 
formance to the peak of quality; it al- 
lows the director to eliminate the weak 
spots and to retain only that which will 
elicit the greatest audience response. 
It nmst be remendiered that for many 
^ears all radio shows were done live. 
Then a few toj) radio personalities be- 
gan to pre-record their shows. A half- 
hour show might run 4.5 minutes to an 
hour and a half of recording. After 
editing, the final product represents 
the best of ever\ Uiing. Nothing was 
lost and nmcli was gained; The tran- 
scrijjtion of radio shows is comparable 
to the filming of television shows. 

Program appeal (rating): S\ndicated 
film shows run u|> consistently high rat- 
ings wherever they are shown. For ex- 
amjile. in a recent national survey Ziv 
telefilm sliows ranked first, second and 
fourth. The top rated show was / Led 
Three Lives, which was followed b\ 
Favorite Slory and Cisco Kid with rat- 
ings of 25.7. 22.5 and 20.3 respective- 
Iv. 1/r. District Attorney which is a 
comparati\e newccnncr — it was re- 
leased la^-t April — got an 18.1 rating 
after its first four weeks. 

Program control: If a mistake i* 
made (hiring the |)roduction of the film. 
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it can be conei' .vithout aii\ dani- 
au:e at the most iii., jitaiit point— when 
the audience is \vatchin<!; it. A fhifl, a 
missed cue, an unfortunate accident, 
interminable sta^e waits which endiar- 
rass the viewer as; well as the actor, an 
outlandish anachronism of as a "peri- 
od' character wearing sa<ldle shoes, 
are all Irrevocable. Once they have 
happened, the damage has been done 
no matter how quickly tlie cast recov- 
ers or the engineers get the picture off 
the screen. 

With the film show you know what 
) ou are getting. 

4. A large percentage of all airtime 
on tv is now on film. Including all film 
series, news, feature films, conunercial 
and all other film uses the total is prob- 
ably well over 50r{ — ma) be as high as 
75 



LOGICAL, SIMPLE, INEXPENSIVE 

By Ralph M. Cohn 

V!ce Presuleiit & General Manager, 
Screen Gems, Inc. 

An advertiser 
has four choices 
when he launches 
a spot campaign 
in multi markets. 
He may select a 
local live show to 
carry his mes- 
sage in each area. 
He may buy spots 
in local programs offered by stations 
t)|i a co-op basis. His third choice 
Avould be to select half-hour film pro- 
grams offered on a market by market 
basis. The fourth choice is the most 
logical, simplest and least expensive — 
select a single syndicated fihn series 
and use it in all the markets. 

The reasons are rather obvious. 
First, by buying one syndicated film 
for all the maikets the advertiser can 
get a better product than any locally 
produced live show. More creativity 
and more production have been put 
into such a series, the cost of which is 
written off against nationwide sales. 
As a result, the advertiser gets a far 
better buy for his money. 

Secondly, buying a single program 
on a multi-market basis is less costly 
than buying individual properties in 
each market. Most syndicators give 
an advertiser a discount from local 
rates for a multi-market buy. In addi- 
tion, the same set of commercials can 

(Please turn to page 127) 





OMAHA'S PIONEER STATION 




• WOW-TV was one of the first eighty stations 
in the nation (first in Nebraska) to apply for 
an FCC license. 

• WOW-TV was the first station in Nebraska to 
begin regular telecasting (August 29, 1949), 

• WOW-TV was the sixth station in the nation 
(first in the Midwest) to operate on maximum 
power (February 24, 1953). 

• WOW-TV was the first television station 
in the Midwest to have a color telecast 
(December 20, 1953). 

WOW-TV's pioneering spirit has created 
a growing Midwest television audience. 

This means your advertising dollars do 
more today on WOW-TV and will do more 
tomorrow, too. 




OMAHA CHANNEL 6 

NBC-TV • DUMONT AFF.- 100,000 WATTS — BLAIR TV REP; 

4 A MEREDITH STATION ^ 

Affiliated with "Better Homes and Gardens" . ' 
and"Successful Farming" Magazines. ^ 
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SPONSORED BY EVERY TYPE OF BUSINESS I 




'RDO and his Royal Canadians 

with 

Lombardo The Lombardo Trio 

rt )mbardo The Twin Pianos 

■y ardner The Lombardo Picture Story 

''cnef David Ross 

h Lombardo Mystery Medley 



I 



INDIANA 

Columbus 
Ft. Wayni 
Xgkomo 
lafoytltc 
Richmond 
Ftrro Haulft 

IOWA 

Dii Moinfi 
Sioux City 

KENTUCKY 

Aihlanil 
Uuis«illo 



SvppliHi 
Drugi 
Grociriii 
Bonk 

Furnituro 
Applloncti 



Porticipatins 

JtWllff 



Participating 
Ustd Cars 
ImI Cabs 



LOUISIANA 

Al'itandrla FurnitliM 

Now Orleane Candy 

Shravaport Dairy Products 
I«frll5«tfljl«( 

MARtLAND 

Soltimor* Wint 

Cumbarland Betr 

Frsdarlcit Baar 

Haaarslown teti 

MICHICAM 

Mftan Drugs 

Ann Artor tea Citoin 

Dilroit Usad Cars 

Flint Music Stort 

Grand lapi^s. Appllancas 

lonio Participating 

Mtfsiitgon Appllancai 

MISSOURI 

St. Louis Coffaa 

MONTANA 

Bull* SmsMS 

Graai FaJIs ISrocariU 

Helana Drugs 

Missoulo G;oca(ies 

S^olby fjortuflfy 

filEBRASKA 

Lincoln Appliances 
Omaha Appliances 
|c«lt«bjjijf* Wall Paper 



NEW JERSEY 

Atlantic City Appliances 
NEW YORK 
Binghomlon 



SOUTH DAKOTA 



Lo<kpart 

Haw York City 

Ulica 



Usad Cars 
Dairy Products 
Bear 

Usad Cars 

Baef 

Bank 



NORTH CAROLINA 
Durhom (alail Slort 



OHIO 

Cincinnati 
Columbus 
Doylm 
Dover 
Lima 
Maeion 

OKLAHOMA 

Enid 
Tlilta 

OREGON 

Cooi Bay 
bugnna' 
Salem 



Used Cart 
Dairy Products 
Participating 
Record Shop 
Groceries 
Dairy Pfodjucts 

Groceries 
Dept. Store 

Hay t Pe«.d 
Hay i Faiid 
Nptkipating 



PENNSYLVANIA 

Allantown Clothing Storii 



Erie 

loncastrt 

New Kensington 

on City 

Philadelphia 

Warren 

Ys-k 



fakery 

Furniture 

Appliancis 

Paints 

Applianus 

Stores 

Fiih 

FurnHVui 



RHODC ISLAND 

Providence Partlcipatii;! 
SOUTH CAROLINA 

tharleMon Dept. Store 



Columbia 
Greenville 
Orangeburg 



Furniture 
Auto 
Music 
Jewelrf 



Ropid City 

TENNESSEE 

Chattanooga 
Memphis 

TEXAS 

Dallas 

Odessa 

San Antonio 

Wact 

UTAH 

ladar City 
Price 
Prove 
Richfield 
Salt Lake City 

VERMONT 

Newport 

VIRGINIA 

Culpepper 
Fredericksburg, 
Lyrschburg 
Norfolk 

Stak,.it<in 
Winchester 



Shopping Center' 



Insurance 
Hoat Powder 



Appliances 
Furniture 
Jewelry 
Jewelry 



Drug 
Grocery 
Dairy Product 
Grocery 
Oil 



Uied Cars 



Bear 
Beer 

Beverage 
Coffee 

itevr 
Beer 



WASHINGTON 

Bellingham Participating 
Richland Participating 

WEST VIRGINIA 

Charleston Taxi Cab 
Oak Hill Participating 
Wheeling Dept. Store 

WISCONSIN 

lo Crosse Grocery 

Marinette Bakery 

MerrlH Bakery 

Poynelle Participating 

Racine Participating 

Casper Participating 

CheyennI Trading Pest j 

ALASKA 

Anchorage Furniture 

Fairbanks Furniture 

Juneau Hardware 



7i 



at SO LOW A PRICE! 




in Kansas City- 






ft>iitR" Operation Soon! 

^Vl™ -teucasting in color 




As you read thb page, wark proceeds day and night 
an the new ICMBC*TV tawer and RCA transmitter 
installatian in Kansos City. These new facilities make 
Channel 9 the undisputed BIG TOP TV statian in 
the Heart of America. The predicted 0.1 mv/m coy- 




316,000'Wafts power 

eroge mop, prepared by A. Earl Cuttum, Jr.. con- 
sulting engineer, shows how KMBC-TV increases the 
Kansas City television market by thousonds of 
additional TV homes. 



g/6 psf pmt 

With its tall tower and full power, 
KMBC-TV brings an entirely new 
value to television advertising in the 
Heart of America. No other Kansas 
City station gives you the unbeatable 
advantage of mass coverage plus the 
audience-holding programming of 
CBS-TV . . . the nation's leading net- 
work . . . combined with KMBC-TVs 
own great local shows. 



Get on the CHANNIL 9 
Bandwagon NOV/! 

Contact KMBC-TV or 
your Free & Peters 



Colonel for 
availabilities. 



choice 






FREE & PETERS, INC. 
National Representatives 



Basic Affiliate 

Kansas City's Most Powerful TV Station 



ONE OF AMERICA'S GREATEST BROADCASTING INSTI- 
TUTIONS— Here Channel 9 (and Radio Stations KMBC-KFRM) 
originate some of the most ambitious local programming seen 
and heard in the Heart of America. TV facilities include I5-set 
TV studios, a 2600-seat theater, both RCA and Dumont studio 
camera chains, RCA film cameras, telops, telejectors, film pro- 
jectors, rear-vision slide projector, spacious client viewing room 
and two complete sets of remote equipment. Color telecasts can 
be handled from the new RCA 3l6,000-watt transmitter. 




Kmn 






The BIG TOP Station in the Heart of America 



Don OoWt, 



John r. Sch»/;ng, 
Vk* PrmManf and Gtntra/ Manogtr 



Gaorg* Higgi'nt, 
Vku Pwidmnt and So/m Atonogar 



. and in Rodio it's KMBC, Kansas City, Missouri 



KFRM for the State of Kansas 




ageiici/ profile 



J. g. i?ttit MJrU 

chairman of -l-he plans board 
Calkins & Holden, New York 



Jack van Urk, chairman of the plans board at Calkins & Holden. 
is an inveterate horseman. When not jumping over a fence (picture 
above) , he writes sporting books at his farm in Mt. Kisco. 

His office window overlooks Park Avenue, but from his desk van 
Urk can view a series of formal hunting prints that decorate the 
walls. A tall, very reserved man, Michigan-born van Urk fits litera- 
ture's description of a British country gentleman. His approach to 
advertising belies appearance: When he heads up C&H's decision- 
making group, he is Madison Avenue with a thorough grounding in 
economics, business analysis, public relations and advertising. 

"At C&H the plans board determines client advertising policy and 
strategy," van Urk told SPONSOR. This year the 52-year-old agency 
is billing at the rate of approximately $10 million, which repre- 
sents the spending of some 30-odd diversified accounts. 

More than 40% of C&H's over-all billings are in the air media. 
Major radio-tv accounts include Prudential Insurance Co. of Amer- 
ica, Stokely-Van Camp, Marcalus Mfg. Co. and Oakite. 

Says van Urk: "Because of the high cost of tv, the choice of tv 
programing or of a spot campaign must be analyzed very carefully 
and its effectiveness measured frequently." 

This sort of analysis by the plans board, following consultation 
with the heads of the agency departments concerned with the deci- 
sion, led to Prudential's buy of You Are There, CBS TV, on alter- 
nate Sundays 6:30-7:00 p.m. 

"Nighttime network radio can be a valuable property today," van 
Urk continued. In line with this thinking it was recommended that 
Prudential buy five participations per week in NBC Radio's Fibber 
McGee and Molly, Sundays through Thursda)s, 10:00-10:15 p.m. 
This show, it is felt, is the sort of family-appeal vehicle that the 
insurance firm needs to sell all forms of policies. 

"We're merchandising the show to the hilt." \ an Urk concluded. 
The agency has already sent out 1.400 records with Fibber's and 
Molly's greeting to the kx^al and regional Prudential ofllces. 

"No matter what medium is selected for a campaign," said \ an 
Urk, "or how good the advertising, it's \vliat you do with it before 
and after its presentation that counts in getting full value for your 
advertising dollar." ★ ★ ★ 




"The 
television 
market 
served by 
WNHC-TV is of prime 
importance to any 
national advertiser, 
have found its pro- 
gramming reflected 



I in both the taste 
^ and interest of 
its viewers. 
We have been 
placing schedules 
on WNHC - TV 
continuously since it 
began operation 
in 1948." 

BILL THOMAS 

J. WALTER THOMPSON 
COMPANY 

TRADE AREA IMPACT!!! 

WNHC - TV leads in 
every survey. WNHC 
is Connecticut's only 
media reaching out to 
influence buying habits 
In a 6 state area of 3,500,000 
viewers and where buying power 
is more than $6 billion. 

BETTER BUY? Naturally 

1>>^ NEW HAVEN, 

316,000 watts CONN. 

RADIO TOO! 
Ask your KATZ man 
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TV DICTIONARY/HANDBOOK sconic carpenter. 
\Ciiiilintifil jruiii fulfil- r>."i I 



ly live studio to reduce tlie area of 
pickup, thus deadrning tJie studio. 

GO BO A large blieet used to shield 
famera from liKhts. Also called a F'lag 
or Matt. 

GO-HUNTING Turning a television 
cameraman loose to find interesting 
.shots on a spontaneous program or 
any other program. 

GOING OFF Script term indicating 
an actor's lines should be spoken as he 
moves away from the microphone: go- 
ing off perspective. 

GO TO BLACK To dissolve the picture 
to a blank screen (See Fade Out, Dis- 
solve.) The televi.sion equivalent of 
lowering the curtain at the end of a 
scene, sequence or act. 

GOOSENECK Mike which hangs from 
a gallows-support for use over tables 
when the talent is seated. Sometimes 
called a gallows mike. 




GRADING Process of adjusting the 
density of negatives for printing to in- 
sure no apparent or disturbing change 
in the lighting of a scene. 

GRAY SCALE Achromatic color scale 
of a 10-step transition from white 
through grays to black where the in- 
termediate grays differ from each oth- 
er only through a proportional admix- 
ture of white and black. 

GRAY SCREEN Iconoscope chain with- 
out picture. 

GREEN SCALE Relatively new color 
theory that advocates use of five basic 
green colors for greater eye appeal and 
definition on screen. 

GRIEVANCE Problem, claim or dis- 
pute handled through channels under 
contract procedure. 

GRID or GRIDIRON Metal framework 
close to the studio roof to which are 
anchored drop mikes, backdrops, props, 
hcenery. lights. 

GRIP il> A handy man about the set, 
equivalent of a stagehand. <2) Studio 



GROUND GLASS The gla.ss in the tv 
camera viewing system on which the 
picture is projected for viewing by 
cameraman. Now obsolete. Now the 
image is viewed directly from a small 
kinescope. 

GROUND ROW Any natural materials 
or small scenery pieces placed in front 
of main back^crounds to make a scene 
more real, or often used to make strip 
lights. 

GROUP SHOT Intimate portrayal of 
three or more persons; also called a 
Three Shot. 

GUIDE SHEET Schedule to outline the 
various routine rehearsals, details of a 
tv program. 

GYRO Camera tripods are now fitted 
with a gyro head and handle to direct 
it, in place of the old tilting and pan- 
ning handles. These enable one to 
point the camera easily in almost any 
direction. 



H 



HALATION Is evidenced as a spuri- 
ous image that degrades the quality of 
the intended image because of stray 
exposing hght that has passed once 
through the emulsion and is reflected 
back to the emulsion by the clear base 
of film or other partially reflecting sup- 
port. Such light rays are usually ab- 
sorbed by a light absorbing dye locat- 
ed between the emulsion and the base 
or by a dye incorporated in the base 
Itself. 

HALF-LAP Control technique by which 
two pictures in a dissolve or overlap 
are both held at maximum simultane- 
ous definition (50% each) so that both 
are visible to viewers. 

HAM IT Over-act or over-play in any 
way, or to over-emphasize one's part 
in a production. 

HAND PROPS Movable materials of 
all kinds which are used by actors in 
their respective roles, or other small 
items used to dress a set. 

HARDNESS (1) Excessive contrast in 
telecast image. (2) Undesirable de- 
gree of realism in portraying heavy 
roles. 

HASSEL Meaning complete state of 
flux — everything going wrong. 

HEAD ROOM Area between the ac- 
tor's head and the actual top of set. 
This area is important in relation to 
the amount of upward camera move- 
ment possible without overshooting 
the sets. 



HEADS AND TAILS Applied to the be- 
ginning and end of any tv film se- 
quence. "Heads" means beginning of 
sequence; "tails" the end. Used to 
signify the po.sition of film on a reel. 

HEAD-UP Term meaning a reel of 
film wound so the first frame is on the 
outside of the reel and ready to pro- 
ject. Opposite term is "tails up." 

HEARTBREAKER A commercial tv au- 
dition made on speculation. Usually 
with little chance of being accepted. 

ViEAVY Professional casting term 
usually meaning villain. 




HEROIC Outsize prop, object, set — 
larger than life. 

HIATUS The summer period, usually 
eight weeks, during which a sponsor 
and/or talent may discontinue his pro- 
gram but thereafter resuming his time 
period or show. 

HIGH HAT An elevated camera mount 
for use on table top or other waist- 
high object pickups. 

HIGH KEY Pictures whose tones all 
lie toward the lighter end of the scale. 
Low key — picture whose tones are at 
darker end of scale. Also applies to 
degree and contrast of lighting on 
image, set. 

HIGHLIGHT Emphasizing a subject or 
scene by special painting or lighting 
effects to make subject stand out from 
the rest of the picture. Lighting may 
be rim lighting, halo effects, silhou- 
ettes, 

HIT or HIT IT A sudden and emphatic 
attack by music. 

HITCHHIKE An isolated commercial 
for a sponsor's secondary product (not 
advertised in the main body of the 
show) which is given a free ride after 
the end of the program proper. 

HOG CALLING CONTEST A strenuous 
competitive commercial audition for 
talent or announcers possessing spe- 
cial qualities, plus a good voice". 

HOLD IT DOWN Sound command to 
the engineer at controls or to talent 
to reduce volume. Lighting command 
to engineer to reduce intensity of spot 



74 



SPONSOR 



A 



I SAN FRANCISCO. 

fmDfl»r 

SHOOT YOU 
FOR HOLDING 
5 ACES • 



NOT 



THESE 

FIVE I 





. DEL COURT 

fomed band I 
mc's Son Froncisco's 
most popular daytime 
participation >tf9'^- 




FAYE STEWART... 

whose household hirtts 
lighfen household 
stints . . . whose KPJX 
Kitchen is every 
wamon's kitchen. 



CAPTAI8 f ORTUNEw 

■turns the younger 
world into results with 
San Francisco's 
fovorite multi-weekly 
local kid show.. 



FIVE ACESJor you who have 
spot problems. One or more is a 
sure-enough answer when it 
comes to spotting promotions where 
th^'ll get the raostesj of the bestest. 
Ask your Katz man for full details^ 



WILLIAM WINTER... 

Internationally-known 
cammentator and 
Narthern Califarnia's 
top TV news analyst. 



SANDY SPILLMAN... 

Quizmaster, magician, 
who quizzes and 
mystifies on a favorite 
audience participatian 
program. 





CHANNEL 



1 



FRANCISCO. CALIFORNIA 

Affiliated with CBS and DuMont Television Networks 
Represented by the Katz Agency 

WESTINGHOUSE BROADCASTING COMPANY, INC. 

I WB2-WB2A • WBZ-TV. Boston 
I KYW . WPT2, Philadelphia 
KOKA, Pittsburgh 
WOWO, Fort W^ayne 
I UX. Portland 

I Represented by Free & Peters, Inc. 
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HOOK (It In wnler's parlance it 
means to Kive a surprise ending. <2> 
A program device used to attract tan- 
Rible response from the audience; e.g., 
an offer, a contest. (3> A suspense 
ending thai concludes an episode or 
serial. 

HOOPER New York; Radio and tv re- 
.search firm using phone coincidental 
and diary methods; does local areas, 
over 50 tv and radio markets: sample 
base, tv, 200-500 diaries, radio approx. 
COO phone calls; interview period for 
tv usually first week of the month, ra- 
dio varies. Delivery date for tv about 
20 days, and 30 days for radio. Co-st 
about $1,500 for complete package. 
Over 370 subscribers. Basic data sup- 
plied is radio and tv ratings, share of 
audience, sets-in-use and for tv only, 
audience composition, cumulative audi- 
ences, weekly audience and uhf pene- 
tration. (See T\' Ratings.) 

HOOPERATING An almost generic 
term for a program's audience rating 
as determined by the C. E. Hooper, 
Inc. quantitative audience measure- 
ment service. (See Tv Ratings.) 

HOP Radio term for volume. 

HORSE OPERA Tv presentation pri- 
marily composed of gunshots, fights, 
chases and occasionally a plot. Also 
called oat opus or oater. 




HOT Too much light on talent, set. 

HOT BACKGROUND Backgrouna light 
which is too strong and results in lack 
of contrast and undesirable flat pic- 
ture. However, may be used to pro- 
duce special dramatic effects for sil- 
houettes. 

HOT LIGHT Concentrated beam of 
light used to emphasize features, pro- 
flies or contours. Usually a pinpoint 
spot, ^4 kw. 

HOT SPOT (1) Small area of scene 
which has been too brightly lighted or 
over developed; <2) flare back from 
bright metallic surfaces. 

HOT SWITCH The rapid transfer of 
scene, show or program from one orig- 
inating point to another. 



HOUSE SHOW A package tv show usu- 
ally owned, written and directed by a 
station or network; in contrast to an 
agency show whicn is owned by an 
advertising agency. 

HUE The most characteristic attri- 
bute of color and determines whether 
the color is green, red or yellow. (See 
Special Color Section. > 

HUSTON CRANE A camera crane that 
enables the cameraman and the cam- 
era to rise off the floor of the studio 
and to take a position in the air over 
the action, shooting down or from a 
high angle. 

HYPO (1) To add vitality and inter- 
est to a program by changing its for- 
mat, cast, agency, producer, writer or, 
sometimes, its sponsor. (2) Slang 
term for solution used in developing 
fllm. 

HYPERFOCAL DISTANCE The near 
limit of the depth of fleld of a lens 
when focused on infinity, or the dis- 
tance from a camera to the nearest 
object in focus when the lens is focused 
on infinity. When a lens is focused 
upon its hyperfocal distance, its depth 
of field extends from exactly half that 
distance. 



I 

lATSE International Alliance of The- 
atrical Stage Employees. Tv stage 
hands belong to this union. 

IBEW International Brotherhood of 
Electrical Workers. Light technicians, 
engineers and some soundmen belong 
to this union. 

ICONOSCOPE The camera pickup tube 
used by all tv stations for film trans- 
mission. "Ike" is the slang term for 
Iconoscope. 

I.D. — SHARED I.D. (1) Tv station 
identification, or call letters. (2) Film 
I.D., announcing that the program 
televised is, or was produced from film. 
(3) I.D. (commercial) is a commercial 
which combines both the station call 
letters and a sales message for a prod- 
uct or service, usually 10 seconds long. 
I D. standards as accepted by tv sta- 
tions and the Station Representatives 
Assoc. have four features: (1) I.D.'s 
are identified by the agencies and sta- 
tions as 10 seconds even though the 
actual commercial station I.D. is only 
eight seconds; (2) the audio portion 
of the station identification follows the 
audio portion of the commercial: (3) 
commercials occupy ^4 of the screen 
area for station identification; (4) the 
actual timing is: a. 1'2 seconds (36 
frames) open, b. G seconds — commer- 
cial audio, c. 2 second.s — station iden- 



tification, d- second (12 frames) 
close. 

IDEAL TIME A timing on a script that 
is obtained by back-timing and indi- 
cates the desired pace of the telecast. 

IDIOT SHEET Cue sheets attached to 
the front of the camera (below the 
lens> as well as blackboard and print- 
ed reminder sheets out of camera 
range. 

IKE Slang term for Iconoscope^ 

ILLUSION Effect created for the view- 
er, as opposed to the technical means 
of creating that effect. 

IMAGE The photographic likeness as 
recorded on a tv tube, kine or film. 

IMAGE-ORTHICON The current super- 
sensitive camera tube developed by 
RCA which is capable of picking up 
scenes in semi-darkness or without ex- 
cessive lighting. 

IMAGERY (See Special Color Section.)t. 

IMPRESSIONISM Building up of gen- 
eral impression in a film by joining 
together a series of shots of subjects 
which in actuality are disconnected In 
space or time or both. 

IMPULSE BUYING Purchases made 
without previous intention by people 
who happen to see products or a dis- 
play at the point of purchase. 




IN To begin. 

IN CLEAR The music, sound ox voi# 
is by itself. 

INTERIOR SOUNDS Sound of an ob- 
ject, such as a train, as heard from a 
position inside the object. 

INTERMEDIATE Color dupe print in- 
tended for use as a parent of release 
prints, called second generation dupes. 

INKERS Artists in an animation studio 
who trace the outlines of drawings pre- 
pared by animators onto cells, 

IN THE CAN Completed tv film pra- 
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DOUBLE SALES IMPACT 
ON WGN'TVjr CHICAGO! 



QUALIFYING ADVERTISERS BUYING $450 PER WEEK 
FOR 13 WEEKS IN CLASS 2 ANNOUNCEMENTS MAY 
CHOOSE FROM FOUR GREAT MERCHANDISING PLANS - 

YOU PAY NO PROGRAM CHARGES!! ALL ANNOUNCE- 
MENTS INTERIOR TO PROGRAMS OR AT STATION 
BREAKS FROM SIGN-ON TO 5:00 P.M. ARE THE 
SAME RATE ON WGN-TV!! 

• A & P or JEWEL SUPERMARKET MERCHANDISING 

Point-of-Sale promotion in each of the A & P or )EWEL Chicago Area Super- 
markets for one full week every thirteen weeks. 

• FEATURE FOODS MERCHANDISING 

Point-of-Sale merchandising — a minimum of 350 store calls each 13 weeks. 
A minimum of 125 special one week displays each 13 weeks. 75 days of 
Bargain Bar promotion in corporate chains and high volume supermarkets 
each 13 weeks. Two reports each 13 weeks on merchandising activity. 

• HOME ARTS GUILD MERCHANDISING 

Product demonstration five days a week to a minimum of 100 homemakers 
per day. Display of product at the Home Arts Guild. Guild Seal of Ap- 
proval available for use by advertisers. Each day, samples or literature 
furnished by advertiser are given to homemakers. 

A qualifying advertiser spending $850 per week for 13 weeks is entitled to two full weeks 
display in A & P or JEWEL Supermarkets each 13 weeks . . . and a qualifying advertiser 
spending $1,250 per week for 13 weeks receives a full week of merchandising in A & P or 
JEWEL Supermarkets every four weeks. 

Omly WCN-TV in Chicago offers such an unrestricted choice of availabilities and merchan- 
dising. Contact your WCN-TV representative for further details. 

WGN-TV • Channel 9 • CHICAGO, ILL. 
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ADVENTURES OF BLINKEY 




Officially Rated 

EXCELLENT 

by National Association for Better 
Radio and Television 

★ 



Top-rated for small fry 
between ages 4-12 
★ 

26 Episodes completed 
26 Episodes in production 
★ 

First-run in all markets 
but 20 

★ 

Proved successful premium 
draw 

★ 

FREE merchandising 
available 

★ 

Integrated film commercials 
* 

For TV or radio 
★ 

Cost range $50 to $250 
depending on market. 

■A- 

Wire, or phone today 

for free premium samples: 

★ 

MURRAY KING, producer 



BLINKEY PRODUCTIONS (Nt. 

106 West End Ave., N. Y. 23, N. Y. 

SUsquehana ^-442^ 



Biam or commercials that have been 
checked, found O.K. and are in metal 
containers ready for shipping. 

IN-BETWEENERS Artists in an anima- 
tion stuido who draw sketches for the 
cells, which in action sequences fill up 
the gaps between the significant mo- 
ments drawn by the senior animators. 

IN THE MUD (1) A lifeless delivery 
visually and or soundwise with very 
uninteresting quality, resulting from a 
speaker's or actor's improper pitch, 
stage presence or lack of material. (2) 
The sound heard when the voice is 
spoken into a closed "mike" and picked 
up faintly on a live "mike" at a dis- 
tance away. 

INCANDESCENT LIGHT Light pro- 
duced by the heating of a strip of con- 
ductor or the burning of an arc be- 
tween two electrodes. Usually very 
rich in red values, 

INDEPENDENT STATION (1) Station 
not having a network affiliation. (2) 
1 Station not owned by a network 
(whether or not it is network affili- 
ated). 

INDIRECT ACTION COPY (tv) TV ad- 
vertisement designed primarily to 
build good will or otherwise contribute 

' indirectly to favorable response, cumu- 
latively with other ads over a period 

i of time. 



INGENUE Female tv performer with 
a youthful, pleasant voice and appear- 
ance of approximately 16 to 24 years. 




INHERITED AUDIENCE The portion of 
a program's audience which listened to 
preceding show on same station. 

' INKY Usually pertains to any incan- 
I descent lamp as opposed to fluorescent. 

INSTITUTIONAL ADVERTISING Form 
j of goodwill advertising designed to 
enhance the prestige of products 
through emphasis upon the company 
sponsoring the advertisement. 

' INSTITUTIONAL Type of tv presen- 
tation designed to build goodwill and 
confidence or promote the firm or in- 
stitution sponsoring the show rather 
than its specific products. 



INTERCUTTING Similar to a visual 
montage or reverse angle shots. Con- 
sists of a succession of very short 
scenes or flashes of the same scene 
from different angles. 

INTEREST FILM Film which deals with 
a non-fictional .subject in a popular 
manner. 

INTERFERENCE Disturbances of tv re- 
ception caused by undesirable signals 
such as airplanes, automobiles, fm ra- 
dio stations and "hams." 

INTEGRATED COMMERCIAL A telecast 
advertisement which Is woven into the 
sponsored program as a part of the 
entertainment. 

INTERIOR DIALOGUE The tv applica- 
tion of soliloquy and the aside. It's 
a "stream-of-consciousness" technique 
given great impetus by Dragnet, Jack 
Benny, other shows. 

INTERLACING The U. S. tv picture 
scanning system whereby the odd num- 
bered lines are sent as a separate field 
and the even numbered lines are then 
filled in or superimposed to create one 
frame or complete picture entirely 
void of flicker. 

INTERMEDIATE FILM PROCESS A sys- 
tem of projecting television to larger 
audiences in which the picture is pho- 
tographed onto motion picture film, 
developed and projected in less thah 
one minute. 

I N-TH E-C AN The completed film pro- 
duction ready for televising, 

INVOLUNTARY ATTENTION Direction 
of attention which takes place despite 
the individual's effort to inhibit it. 

IRE Institute of Radio Engineers. 

IRIS Adjustable diaphragm in front 
of or within the lens of a tv camera. 
The Iris Diaphragm is used to reduce 
the picture area for special effects. 
(See Lenses.) 

IRIS IN Also circle in. The gradual 
appearance of a picture from a small 
spot until it fills the screen through 
constantly enlarging circle. 

IRIS OUT Reverse action of the above 
in which the circle closes down until it 
disappears. 



JAM Playing without a score or bene- 
fit of written music; high pressure sell- 
ing on tv commercials: to render radio 
signals unintelligible by sending in- 
terfering signals. 
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CHANNEL 5 - NBC PRIMARY AFFILIATE 




when it's southern florida you want . . . take 5 

LOWEST COST PER THOUSAND FAMILIES IN THE SOUTH 



Repretented by 

MEEKER TV, Incorporated 

New York Chicago Los Angeles San Francisco 



REGIONAL REPRESENTATIVE JAMES S. AYRES - ATLANTA, GEORGIA 





9 mm 



Mm High 



Results of a test by one of the top advertising 
agencies, using WFBG-TV, frankly have been 
surprising. You, too, can use this proven pulling 
power to cover Pennsylvania between Pittsburgh 
and Harrisburg. 



JEEP A moving image on the face of 
a television set which is itself to be 
televised as in commercials for tv sets. 

JIC Just in case. 

JUICER A tv electrician. 

JUMP To omit previously planned 
shot, shots, action or musical ntunber, 

JUMP CUE When an actor, sound- 
man, switcher or musical director an- 
ticipates his action and performs be- 
fore the proper time. 

JUMP CUT The result of cutting a 
shot and resplicing the film across the 
gap from which a jump in the shot's 
continuity results. A device for de- 
leting dead footage if the shot is mo- 
tionless. Shots are seldom motionless, 
and if there is movement, an unpleas- 
ant visible jump will occur. 

JUNIOR 1.000- or 2.000-watt bulb 
which gives concentrated lighting. 

JUNK Waste film; generic terms used 
by editors to describe the films they 
work on: to discard film. 

JUVENILE TV talent whose appear- 
ance and/or voice carries an age qual- 
ity of 17 to 24, 



K 





Channel 10._._....,__ 316,000 Watts Super Power 



OTHER PLUS FEATURES 

Television Sets 447,128 

Families _ 651,267 

Retail Sales „. 2.1 Billion 

Tower Height, 990 Feet Above Average Terrain 



The Gable Broadcasting Co, 

Altoona, Pa. 
Represented Nationally By H-R Television, Ihc 



ABC 



NBC 



CBS DUMONT 



KEG LIGHT 500- of 750-watt bulb 
which gives concentrated spot lighting. 

KEY The "tone" of a show or scene, 
high or low. A high- rated scene is 
usually played with a fast pace and in 
an excited manner. Low key is usu- 
ally done in a slower pace and is more 
subdued. Also key lighting, refering 
to the predominating lighting effect in 
a scene. (See Lighting.) 

KEY LIGHTS Main source of illumi- 
nation on a scene. 

KEY NUMBERS Edge numbering on 
footage numbers marked along edge 
of film at mtervais. 

KEY SOUNDS Sound effects which 
suggest an entire setting or environ- 
ment, such as tjTiewriters to suggest 
an office, sheep bleating to suggest 
shearing time. 

KEY STATIONS Stations in a network 
that originate tlie network's principal 
programs. 

KICK BACK Any form of secret rebate 
on rates or talent. 

KILL To strike out or remove part or 
all of a scene, set. action or show. 

(To hv im iu'.v( issue) 




SPONSOR 




f»erf ect Ibalance . . . of skilled operating technicians, specially designed equipment, and 
constant laboratory research maintains Precision leadership in the field of film processing. 

Electronic Pointing, for exayyiple, illustrates the resxdts of Precision's coyitinning search for 
improved ivays to serve leading producers, directors, and cameramen. This importarit Maurer 
development in the printing of optical sound from magnetic original is installed at Precision 
for kinescope and other recording direct to the optical track. 

In everything there is one best . , . in film processing, it's Precision. 




FILM L A B O R A' T O R I E „ S , INC 

2 1 WEST 46TH STREET. NEW YORKj 36. N Y 




e. SEPTEMBER 1954 



A division of J. A. Maurer, Inc. 
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< iiiiiinutii from I'lti/i i'A) 

C'I6S T\ spoiiMU'oil slious (votUinuetl) 



PROGRAM 

l.i/i' I) ilh i'tilhrr 

l.tntliiin'\ ( hroim^vitjn' 
Low <»/ Lift' 
Mama 
\h, l Millit' 
Mtrt Mr. \/rNl»//<M 
M\ h'<ii<>rit<- lliisliand 
% fiiiK- TIkiI T tint' 
OiititiUus 
(hi 1 (>i/r Acrouiil 
Our Miss ItriHiks 
I't'rr} Coiitn 
I'rrsiiit to I'orsiiii 
I'orlio Fact's Life 
I'rirnle St'crt'ttirr 
I'lthlic Dcfriith'r 
litihert Q. lypitis 

Schlilz Plttyftousf 
Si'nrrh fttr Ttiiittirrtnc 
Tilt' Sfcrpl Stt^nii 
Spp It A<»ir 
Sppfiin/; llptirt 
SpDrtu Spt>t 
Strik-t- it liirlil 
SirrAc It Ritli 
Stitiliti One 
That's My llt>r 
The llif! Tof) 
Tlip Liin'iij) 
Ttmst «>/ till' Ttnt ii 
Tttpppr 
Tun fttr tlio Minify 
I'ncli' Joliiiiiy Cittnis 
Valiatit Lath 
Ifi'lciniii' Trarplfrs 
If hat's M; Lint' 
ir illy 

Yiiu Art' Thi'tf 

82 



WFFKLY 
COST 



s:ui.(Mro 
s la.odo 

SG.OOO 

s».r>oo 

S2 1.000 
S20.000 

S2;r..»oo 

S2<i.000 
S I 1 .000 

soo.ooo 

SI l..>00 

82^.000 
S27.000 
S22.000 
.SI 0.000 
S27.000 
821.000 

8:to.ooo 

820.000 
S^t.-'SOO 
810.000 
8I».000 
8»..>00 
SI. 500 
812.000 
81 1.000 

8:t 1 .000 

82(;.500 

81 1.000 
827.000 

s:j2..">oo 

827.000 
812.000 
8 1.000 
810.000 

snt.ooo 

8I0..'S00 
82».00O 

82 1.0 OO 



typf 

Situation comedy 

Nt»4 intlTVlfW 

Soau opera 
Drtima 

Situation comrdy 
Situation comedy 
Situation comedy 
Panel-gul; 
Dociimtntafy-drama 
Aud. partic. 
Situation comedy 
Miislcal 
Interview 
Soap opera 
Situation comedy 
Detect've 
Variety 

Drama 
Soap opera 
Soap opera 
Documentary 
Soap opera 
Commentary 
Aud. partic. 
Aud. partic. 
Drama 

Situation comedy 
Children's 
Mystery*detection 
Variety 

Situation comedy 
Aud. partic. 
Children's 
Soap opera 
Aud. partic. 
Panel aul2 
Comedy 
Documentary 



LENGTH 
30 min I'vtk 
3d ml'n. 1 i»k 
15 mIn. 3 «k 
Is mln S >k 
30 mln. I vtk 
30 mln i »k 
30 mln I VI k 
30 mln I. ok 
30 mln. I mIs 
90 mln. I «k 
30 min. 5 «k 
30 mln. I »k 

15 mln. 3 Mk 

30 mln. I <rt 

15 mm. 5 vkk 

30 mln alt »k$ 

30 min. I vkk 

30 min. 5 »k 

30 min. I »k 
15 min. 5 *k 
13 min. 3 wk 
30 m.ln. I *k 
15 min. 5 wk 
15 min. I «k 
30 min. 5 '.*k 
3X» mln. I ok 
I hr; I »k 
30 mln. I ok 
I hr. I ok 
30 min. r vtk 
I hr. I »k 
30 niln. I «k 
30 mln. I »k 
30 mln I »k 
15 min. 5 »k 
30 mln. 5 *1c 
30 mln I -*k 
30 mln. I «k 
30 mln. I wk 

continnfy ou pn;]' ''^ 



SPONSOR 
i»hiru>n'i Flooraax 
General Mills 
Longinrs- Wlttnauer 
Amer. Home Prod. 
General Foods 

P'Cedar Corp.. Carter Prods. 

General Electric 

Intcnational Silver, Simmons 

Carter Prods.. Whitehall Division 
Am Homes 

Aluminum Ltd. of Canada, Nor- 
croM. Scott Paper Co. 

Procter &. Gamble 

General Foods 

Liggett i Myers 

American Dil. Hamm Brewing. 
Nox2ema Chemical 

General Foods 
American Tobacco 
Philip Morris 

Helen* Curtis. Best Foods. Gen- 
eral Mills. S. C. Johnson. C. A 
Swanson. Doeskin Products 

Schlltj Brewing 

Procter & Gamble 

Amer. Home Products 

Aluminum Co. of America 

Procter & Gamble 

General Cigar 

Co'.gate 

Colgate 

Westinghouw 

Chrysler Corp 

National Dairy 

Brown & Williamson 

Lincoln' Mercury Dealers 

R. I. Reynolds 

p. Lorillard 

Lever Bros. 

General Mills. Toni 

Procter i Gamble 

iules Montenler. Remington- Rand 

General Mills 

Electric Cos.. Prudential Invur. 
ance 



AGENCY 



NL&B 

O. F-S 

Victor A Bcnflett 
Blow 

Y&R, B&B 

Turner Advertising, SSCB 
Maton 
YiR 
SSCB 

JWT. Abbott" Kimball, JWT 
B&B 
Y&R 

ciw 

ioseoh Kat2. Campbell- Mjthiia. 
SSCB 

YiR 

BBDD 

Blow, 



Earle Ludgin, D-F-S. BBBC 
NL&B. Tatliain-Lalrd. Gny 



L,ennen i New.efl 

Blow 

Blow 

Fuller L Smith & Ross 

Compton. 

YtR 

Es(> 

Esl> 

Mc-E 

Ayer 

Ayer 

Ted Bates 

K&E 

E$t> 

Lennen 4 Newell, 
Mc-E 

D F-S. Leo Burnet! 
D-F.S 

Earle Ludgin. Y4R 

D-FS 

Ayef. Calkins i Hol'dc" 



SPONSOR 



MR. SPONSOR 
MR. AGENCY-MAN 
MR. PRODUCER 



In a few weeks, the battle for ratings will start in what is 
likely to be television's greatest season. You may have 
an important, expensive production to launch ... or an established 
favorite to bring back in high gear. Right now, you're in 
the market for the biggest audience possible. 

TV guide's readership is an audience you will be interested in. 

It's an audience you can't duplicate elsewhere. It's made 
up of more than 2,000,000 set-owning families who are 
lOO*^^ interested in what you have to sell — 

superior entertainment. 

Not only does the TV GUIDE audience constitute a large 
chunk of population in itself. It is the "cream" of the total 
television audience — the viewers who devote the most time to 
their sets, who take a genuine interest in what's playing, 
who's in it, and what's on next. It is the group responsible 
for establishing new trends in viewing. Corral this 
audience and you have the start of a superior rating 

High costs for production, talent and time are characteristic of 
network television. For network sponsors, a schedule of 
advertisements in TV GUIDE is a matter of simple economy. 
To make your large expenditures pay off in still larger 
ratings this year, let the readers of TV GUIDE know 
at what time and on which channel to look for your show, 
and if it's a new show, what it's all about. 



Start your schedule of program protnation advertisements in TV GUIDE'S 
Second Annual Fall Preview issue. In a single issue, to oppeor Sept. 23 
the editors of TV GUIDE will wrop up the entire television season, complete 
with on Alphabetical Index tailored to locol time and chonnel. Your 
immediote decision to begin your schedule in the Foil Preview Issue will 
be more than justified by the handsome circulotion bonus this special 
issue olwoys brings. 



A phone call or note to any of TV GUIDE'S Advertising Offices 
will bring you all the details on this unique and inexpensive 
method of merchandising your program to viewers. 



Fall Preview Issue Closing Dates 

Copy Due 

Regional Program Sections 

Black & White September 10 



Advertising Offices 

NEW YORK — 488 Madison Ave., PLaza 9-7770 
CHICAGO— 6 N. Michigan Ave., WAbash 2-0366 
PHILADELPHIA — 302 N. 13th St., LOmbard 3-5588 
LOS ANGELES— 1540 N. Vermont Ave., NOrmandy 2-3101 



TV" 

guipeJ 



(Contiiui' (i from i>a<it 

IMi Moiit sponsfkrod .sliui%'» 



f 





W F F K L Y 
COST 


TYPF 


LENGTH 


SPONSOR 


AGENCY 




S|2.(M)0 


DiKu&sion 


30 min. 1 «k 


Admiral 


Ertrln. Wase$ 


l.ifi- lli'ciiis III Hidlily 


Sti.oOO 


PantI 


3G min. 1 mK 


Serutan 


K letter 


^liircHii Itrally 






IS mjn S kk 


Milev Labsratsriei 


Geoffrey Wade 


1 hi'y "^liiitil .Acciisfil 


sn.r>()0 


Drams 


1 hr 1 kk 


Consolidated Cosmetics 


Duggan 


Till' Straiifirr 


SIO.OOO 


Myslery-dfWtllon 


30 min. 1 «k 


Serutan 


K letter 


(ii'itrral ^iHirt* Tinir 


S7.000 




IS min. 2 >ik 


General Tire & Rubber 


D'Arty 


C.linnco III ii IJ/i-liinr 


.s;).."»«o 


Talent 


30 min. 1 *k 


Lentheric, P Lorillard 


C&W. Lernen i. Nemelt 


Itnrky Kiiif;, l)rti'cl!ri' 




Dcttctlvr 


30 min. 1 wk 


American Chicle. Pharmaceutical! 
Inc. 


D-F-S. Harry B Cohen 


Till' Gtilil liorgs 




Situation eomedv 


30 min. 1 *y 


Vitamjn Corp 


BBDD' 


Sluilio 57 


82:1.000 


Drama 


30 min. 1 »k 


Hein; Co. 


Maxo«v<. 


(Ini/lain Vidro 


82..>00 


Adventure 


13 min. 1 \*k. 


W H Johnson Candy 


Bruek 


What's till- Story? 


8:t.ooo 


Qul2 


30 min. 1 «k 


AlUn B. Du Mont Labs 


Di'reot 


S/>or/,< Showcase 


8 1 .773 


Sport! 


IS min 1 \>k 


American Home Prods. 


Geyer 







XBC TV spoiisorcMl shows 




PROGRAM 


WEEKLY 
COST 


TYPE 


LENGTH 


SPONSOR 


• - -. - - 
AGENCY 


Armstrong Circle Theatre 


820.000 


Drama 


3C min. i w«k 


Armstrong Cork 


BBDO 


llig Story 


8 1 0.000 


Drama 


30 min. 1 wk 


Scmofii2 Co.. American Tobacco 


SSCB 


liig Toicn 


8IU.000 


Drama 


30 min. 1 »k 


Lever Bros 


JWT 


lioli Hope 


873.000 


C«medy'variet> 


1 hr. 6 ti season 


General Foods 




Bride & Groom 


87..'>00 


Variety 


15 min. 3 vkk 


Jcrgens Co. 


Drr 


Camel \rics Cararaii 


8I!».000 


Nevis 


IS min. S wk 


R. J Reynolds 


tits 


Cavalcade of Sports 


8 10.0001 


Soons 


30-45 min 1 wk 


Gillette Co 


Max Ml 


Colgate Comedy Hour* 


8»0.000 


Comedy-varlet> 


1 hr. 3 vkkf mo 


Colgate 


Batsa 


Concerning Miss Marloice 


Sft..>00 


Soap opera 


rs min. 5 Mk 


Procter L Gamble 


B&B 


Dear l^hoehe 


8:to.ooo 


Situation comedy 


30 min. 1 >»k 


Campbell Soup 


BBDD 


Dinah Shore 


820.000 


Musical 


IS m.in. 2 Mk 


Chevrolet 


Campbell- E»aid 


Dragnet 


828.000 


Mystery-detection 


3C min. 1 Mk 


Liggett & Myers 


CAW 


Eililie Fisher 


822.000 


Musical 


IS min. 2 «k 


Coca-Co:* 


D'Arty 


Ethel & Alhi rt 


8i:t.ooo 


Situation comedy 


30 min. 1 ttk 


Sunbeam Corp. 


PerrlD-Paui 


Fireside Theatre 


822.000 


Drama 


30 min, 1 Kk 


Procter & Gamble 


Comaton 


Ford Theatre 


82.>.000 


Drama 


30 min. 1 Mk 


Fo-d Motor 


IWT 


(li'orge V.oIh'I* 


82.>.000 


Comedy 


30 mtn. 3 «ks mo 


Armour. Pet Milk 


FCAB Gardner 


(ridden ll'indinrs 


8!)..'t00 


Soap oprra 


IS min. 5 wk 


Procter ^ Gamble 




( >ooily eiir-l'hiico I'layhoiise 


s:;2.ooo 


Drama 


1 hr 1 »k 


Goodyear Tire. Phllco Corp 


ViR. Hirtchins 


Crent Moments in S/jor/.* 


8.-,..-;oo 


Sports 


|:i min.. 1 Vkk 


Mutual of Dmaha 


Boiell & Jacobs 


Ilidhnark Hall of Fiiini' 


8 lO.OOO 


Drama 


1 hr 1 mo 


Hall Bros 


FCAB 


llidliniirh Hull of Fiinie 


82 1.000 


Drami 


30 min 3 viks mo 


Hall Bros. 


Fb^B 



Lustinf] ciintinu'.-- on ptipi 



84 



SPONSOR 




MLADY WEARS 



The South's Prosperous Piedmont is a world center of the textile 
industry. It's the home of Cone Mills Corporation, world's largest producer 
of denim; Blue Bell, Inc., giant converter of denim; Burlington Mills Cor- 
poration, world's largest weavers of man-made fibers; Dan River Mills, Inc., 
and many others. Employees of these textile empires spend many hours 
daily viewing WFMY-TV. 

Textiles team with agriculture and other expanding industries to furnish 
2 billion dollars of spending money to eager buyers in WFMY-TV's North 
Carolina and Virginia viewing area. 

WFMY-TV covers the Prosperous Piedmont's 31 county gold mine where 
1,700,000 people live, work and buy. To get your share of sales in this 
wealthy market, call your H-R-P man today. 
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(Conliuuiil liom jkkji ^4/ 

i\IIC TV sp<»iis<»rofl .sliows 



WEFKLY 

PROGRAM COST 

/ Marrird Jnan S'J.'t.OOO 

linotiviic Cora' >i'.tn.UUU 

It's o Croat I.i/r S:t().(M)0 

Jiirk Carson .S:t().()00 

Diiranlt-irt onnnr' S I(».(MM» 

Jiislirr .SI7.5(») 

Kra/l Tr Tlinitrr 82 I. (MX) 

Life of Riley 82 I. (MM) 

Lorctta Yniuig 8:t ().()()() 

I.nx Vidro Theairr 8 1.';. (MX) 

Murihi, Ittnc .S!M).(M)0 
Mrel the I'rrss 8:t. .>()() 

Mclic* 82a.()()() 

Mickry Koonry 8:t7.(M>0 

Milton Ih-rl,' SaO.OOO 

Mr. Peepers* 821.000 

Vr lAiile Margie 822. oOO 

One \l,in\ Ftiniih 8 10. OOO 

I'eniile Are Funny 8I2..>()0 

Reil Ituttons 8:t().U()0 

Robert Monlfiontery Presents 8:t]t.O()() 

Roy Rollers 82(i.()00 

y,d Caesar A/ioir* 8!)0.()00 

The Hunter 82 I. OOO 
Three Steps to Heaven 80. .*>()() 

This Is lour Life SI I. OOO 

Ton.v Martin 812.000 

Truth ttr Couset/uences 812.000 

>oi4 llet )our Life 82 1.000 

)our Hit Parade 8:t:t.()()() 
Zoo Parade 8;t.()()() 



TYPF 
Situation comrdy 
Comt^dy-wlefy 
Sltuitlon comedy 
Comedy 

Comedy' wiety 

Drama 

Dramo 

Situation comedy 

Droma 

Drama 

Comedy-vorlety 

Ponel 

Drama 

Situation comedy 

Comedy*vaj-lety 

Situation tomedy 

Situation comedy 

Scap opera 

Aud. partic 

Situotion comedy 

Drama 

Western 

Comedy-variety 

My&tery-detection 

Soap opera 

Drama 

Musical 

Aud. partic 

Aud. partic 

Musical 

Children'ii 



LENGTH 
30 mm. I wk 
30 min. 3 *kt mo 
30 mir. I wk' 
30 min I «k 
10 min. 3 Mks mo 
30 min, I kk 
I hr. I »k 
30 min I wk 
30 min. I wk 
I hr. I Wk 
I hr. in ti season 

^0 min. I wk 

30 min. 3 Mks mo 

30 min. I wk 

I hr. 20 tl season 

30 min. 3 wks mo 

30 min. I wk 

15 min. 5 wk 

30 min. I wk 

36 min. 3 wks mo 

I hr. I wk 

30 min. I Wk 

1 hr. 3 wks mo 

^0 min. I wk 

15 min. .i wk 

30 min.. I wk 

15 min. I wk 

30 min I wk 
30 min. I wk 
30 min. I wk 
30 min. I wk 



SPONSOR 
General Electric 

Lewis Howl. Grlffln ShM Polish 
Johnson & Johnson. S.D.S 

Chrysler- Plymouth Dealers 
TEA 

Teios Co, 
Borden Co.. 
Kraft roods 
Gulf Dll 

Procter & Gamble 
Lever Bros. 
Ha^el Bishop 

Pan Amerlcon Alrwoys. Revere 
Copper 

Dow Chemical 
Pillsbury. Green Giant 
Buick 

Reynolds Metals 

Scott Paper 

Serutan 

Toni 

Pontlac 

S. J. Johnson Co.. American To 
bacco 

General Foods 

American Chlrle. Speidel Corp 
RCA 

R. J. Reynolds 

Procter & Gamble. Miles Labs 

Ha^cl Bishop 

Toni 

P Lorillard 
DeSoto 

Warncr-Hudnut. Americon Tobatco 
Quaker Dais 



AGENCY 



R&R, Berinlngham, Osflemu 
Pierce. Y&R. Mc-E 

Me E 



Kudr.er' 

Y4R 

IWT 

Y4.R 

B&B 

Iwr 

Raymond Spector 

JWT. St. Georges &. Keyes 

MacManus, Johii & Adinis 

L*o Burnett 

Kudrer 

Buchanan 

JWT 

Klette/ 

Im Burrett 

MacManus. John i Adams 

NL&B. BBDD 

B&B 

D-F-S. SSCB. K4E 
Esty 

Camptoi . Geoffrey Waiie 
Raymond Spr«tor 
Tatham-Lalrd 
Lenneh & Newell 
BBDD 

K&E. BBDO 
NL«,B 



*>/jr»I<rT o/ Sf«r» 8100. OOO Vo.lety 

mill. 



CKS TV spoelaciilars 

Chrysler Corp 



I hr (mo 



Itn^l of Rrnnduoy -SI ()().()()() Dramamus comedy I hr I mo 



Westlnghouse 



W/i.v l.iehiiiaii Presents 8'J 00.000 
I.ehuul llnyuard Presents .S20().()()() 
Wriv Liehinan Presents .8200.000 



TV .s|icH'laeiil:irs 



Musital comed> 
Mu&lcal comedy 
Mu^lcil comrdy 



90 min, I mo. 
90 min 1 mb. 
90 min. I mo 



Reynolds MUals Ha^el Bi&hofi. 
Sunbeam Corp. 

Ford Motor. RCA 
OldsmoMIe 



BBDD 



Mr E 



i 



Buchanan. Raymond Spt^tor f'er 
rin Paus 



JWT Kit 
D. P. Brothrr 
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SPONSOR 




Club 



\'\\v KSTV spots. |ironi<>tiii<>; ii .HjX'ciiil oiTrr. 
recently sold 1 2() sets ai' {jolf clubs for Scliiiullci 's 
J<MV«'li\' Store. Nine nieiiihers of our stiifT fell in 
line. i>oii!;lit (■hi[>s themselves. IIou's that 
for nierelKMi(lisin<; '^npport'/ 

Rather nnexehisive itf^elf. the K\TV eliih 
is limited to advertisers exereisinj; their riji^lit to 
join a wealthy market. (Last year. Sionx 
City Sue-hind prodneed 86.^3 million in annual re- 
tail sales.) For memhership details call on Phe 
Katz Ajieney. onr national reps. 



CBS, ABC & DuMont 
Represented by The Katz Agency 




SIOUX CITY, IOWA 

KVTV, a Cowles Station, is under the same management 
as WNAX-570. the radio station that lor 30 years has 
S'lccesslully served one ol the world's major agricultural 
regions, the five-state area known as Big Aggie Land. 
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•51 



'53 



S4 "^ft-p-ftt^u^ 



February 1951, Movie Stars Parade Magazine 
acclaims Robin Seymour youngest ol winning 
disc jockeys. 

Billboard, bible of show biz places 
Seymour in nations top 10 platter 
spinners. 




Hit Parader, national song sheet rotes 
Robin the Bobbin man 3rd in the entire 
nationi 



Here's your opportunity to drop a real bomb on 
the Detroit Market! Bobbin with Robin is nation- 
ally acclaimed the number 3 disc jock show . » . 
your sales message on this top program reaches 
the tremendous Detroit-Wayne County billion 
dollar market— and it's a fact, "Almost everyone 
in Detroit listens to WKMH." 




77% of the buying power of Michigan, 
almost 6 billion dollars yearly, lies 
within reach of the "Golden Triangle" 
formed by Detroit, Jackson and Flint. 
Cut yourself a big slice of this market. 
It's ready to serve! Come and get it! 
Look at these figures— radios in nearly 
100% of the homes— over 85% of the 
automobiles. A package buy of these 
three strategically located Michigan 
stations offer you maximum coverage 
at minimum cost. 



WKMH 



DEARBORN 

5000 WAHS 
1000 WATTS - NIGHTS 



Michigdlfi^s— 
Golden Jiiian 




PRESENTED BY 
HEADLEY REED 



WKHM 

JACKSON 
1000 WATTS 



WKMF 

FLINT 
1000 WATTS 



pt6mber 19S4 
M O N D Y , 



RADIO COMPARAGRAPH OF NETWOR K PRO GRAMS 

, N £J5 D. 



Night time 6 September 1954 




adio 

COLUMBUS, OHIO 




\ 




w J w ffrai/er 
/or YOU ." 



RADIO COMPARAGRAPH OF NETWORK PROGRAMS 



Daytime £ September 1954 



70M CARSON... 

AifH'rii;iV )o|i riinkiiii; ;llIv^.'rli'^l■r^ 
jiLu'c liriic ill ('jrsHn's i ji:!) nuiMiini^ 
^'HrcakfiiNl li hi (viUMui". 



Wiini.r ..f Vm CIrvrliiM.I AVXWA 
yXwMrd iind l']riii:i I'riM'l/ iNal tnii 
j\\vjr(l frir i»iit»t.'iiiiliii(; iirliicvt'iiiciil 
in llic f'liir'sl (if vvjiiiirii'f* iiHmriiiiis, 



WRme McOONAILD . . 



I'lir clcvcii yciiirt Hnirr' ]\lcl)iinalir? 
Nrwn Slinw oil \V,|\V li;is liclil ;iii out 
sliiiiiliiig sjics >|tniiMii' r<'i'tH<l, 



Sr'ls ni'w rr'i'iMtK \\\\\\ his iummhuiI 
H|i|iriir;iiii('f. . , , rrci'iillv ;i 1 1 liictc tl 
2r), ()()() |irti[ili^ 



TODD POKS£... 



Miifiiiil ;iiiihniil\ wUn >tii'.-. ii|i new 
InisirH'M.-i ^^ilh ,i )\'\^t' ^]utw fur nil w'v. 



f STATION 




5000 

WJW BUILDING 



DING 



BASIC ABC 

tLEVELAND 15, OHIO 



REPRESENTED NATIONALLY BY HR R EPR ES EN M 11 VES, INC. 




Ws not the 




REACH 



...it's the 

PULL 



I 



*KARK pulls 66 "firsts" among 72 quarter hours reported by 
the March 1954 PULSE Area Study — 11 times as many as all 
other Little Rock stations combined! 



Why holler at the hills with a lot of wasted wattage 
when the folks you want to reach in the Central 
Arkansas market listen most to KARK? Your pro;?- 
pects tune hi the station that offers the hest pro- 
gramming. In the Central Arkansas market most 
radio homes keep tuned to 920 — KARK — because 
they prefer KARK's popular local and NBC net- 
work shows, as proved again by PULSE: the ten 



top evening shows, ten top daytime five-a-week 
shows, nine out of ten top daytime Saturday and 
Sunday shows are all on KARK. It's program pop- 
ularity and proved listenership like this, rather 
than power alone, that attracts customers for you. 

Or to put it another way, it's not tlie reach — it's 
the PULL! 



Advertise where people listen most, where the cost is low —on 



k 



ar 



k 




920 KILOCYCLES 5000 WAHS 
LITTLE ROCK, ARKANSAS 



ARKANSAS' 
PREFERRED 
STATION 




SEE YOUR 
RETRY 
MAN TODAY 



'■^^^ «TM 
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WCOV-TV 

Montgomery, Alabama 

NOW OPERATING 
with 

200,000 
WATTS 

We're Transmitting a 
Strong, Clear Picture 
Over a 70 Mile Area 



CBS Interconnected 
ABC Interconnected 
DuMont — NBC 



Get the Details 
From Raymer Co. 
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BARDAHL 

{Conliniied jioiii jtuf^i' VJ\ 

f(ir •■|5c^l 1\ S|)(jU of ly.^.i," .1- well 
:i> a ^cric- ()l <illi<'i awards for sii|jcri- 
oiil), Ixjlh iialioiial and rej;i<jiud. 

l\)cla\ varialioiis of this oiifiiiial 
< oiiiiiK'rcial arc l)(>iii<r u-ct\ in over 70 
inarkcis on |\. <>\er 50 on radio. Tv 
lime f(jr ihc Mardald conniicri-ials co-l^ 
ahonl S3o().000: ahoiit $130,000 <;(»e-, 
lor radio liiiu' iii whi<h adaplalions 
of ihf same coinniercials are nse(f. 
Barilahl sjiends .-ouie of lotal 

ly.j.S sales for its 1954 ad\ ertisinj;. 
Air media aceoiiiil for 8500,000 of lliis 
Imdgel. 

Harilald's commercial nuiglniecLs 
were bringing home tojt sale? results 
rifilil from llie start. In the Western 
states sales jumjjed 50', in llie first 
six months of 1953. W ashington Stale 
\va» np 51'r : I lah. nj) 9!!', : North- 
ern California, up .35'^^: Southern 
California, up 54' ? ; Ari/oim. np 55'*' . 
And Colorailo showed a 165S in- 
crease over the same jieriod of 1952. 

I>xce|)t for the New Enghmd terri- 
tory, Bardahl s spot camjiaign is placed 
out of Seattle. Gerald Hoe< k. Wallace 
Macka\ Co. account cxecuti\e, hu\s all 
air time himself. In the seven New 
England states, however. bu\ing is 
I handled by Alf W^iriier. president of 
I Bardahl Lubricants. Boston, distribu- 
I tors for the area. 

The l\ lime bu)iiig straleg\ can he 
summed up thi!^ wa) : 

"zMostlv. we bu\ Class 1> during the 
late evening hours when men are at 
home and looking at sa\s lloeek. 
"We look over audience ratings care- 
fully and try to get close to top male- 
a|)|)eal &|)orts ciiui crime ?how^<. We've 
also found participations in late film 
shows and news telecasts v<m\ success- 
ful." 

Bardahl. liowe\ er. cai ries its tv phil- 
osophy several steps be\ond counner- 
cial production and clhcient time bu\- 
iiig. Sa\> Ad Manager ll«\dun: 
I "■ Ihe secret to su<eessful use of t\ 
j lies in the merchandising of the mate- 
rial. \W belicNc that anx norinalK 
good l\ nuilerial will produce results, 
that exceptional mal(Mial will produce 
outstanding vesidt*. hut that exce|)- 
tional material tliorougliK nieicluni- 
dlsed will |)rodiice treincndous results." 

In line with this lliet)r\, Bardahl 
men haiidi-es its t\ spot aiinouniemcnt 
caiiipnigii Us iiiten-el\ as if it were a 
network t\ show. Here are some of 



the |j<jiiit-<)f-sale mere liaiidisiiig gim- 
micks l^ardahl has used to iilentifv its 
famous l\ characters thoroughK with 
the c<)iii|)aii\ name: ltiO.(X)0 window 
dis|da\ |)<)sters showing the four evil 
oiie^ and the Bardahl detective. ((Jnl\ 
< <)m|jlaint here on the |)art of the deal- 
er- i>. that kids swi|)e these pcjsters.) 

This c(jm|)laint, incidentallv . kicked 
if)ir two ideas that Frank Cerardot of 
St, Louis originateil: The firm made 
thousands of die-cuts of the characters 
to be u^ed as hangers and dis|j|a\ ma- 
terial at the |)<»iut-of-sale. Bardahl also 
made official Bardahl detective badge- 
to be distributed to the kids through 
the retail outlet?. These are just three 
of the nierchandising broadside- aimed 
directK at the consumers, 

Bardahl also promote.- it-s lA aiKei- 
tising to its retail outlets. partlcularK 
t(j widen distribution. Here's how mer- 
chandising helps the firm in tlii- aim:. 

About 10 da\s after IV schedule- 
ha\e gone on the air for the fir«t time 
in a new market, all accounts and po- 
tential ac<ounts within the S'tation's 
co\erage area recei\e direct mail pieces 
from Barilahl dealers in the market. 
Ihe timing is snch that the retailer- 
rt"cei\e these merchandising remiiider- 
soou after Bardahl's l\ eartoons ha\e 
stirred jjublic conuuent in the market. 
Within a few days after a particular 
retailer re(ei\es these mail pieces, he 
is \ isiled In a Bardahl salcsinan^ — par- 
lieuhirb if be doesn't alread\ keep 
Bardahl in slock. 

Though Bardahl nsualK comes iiit(i 
a new area with a heavier than usual 
l\ schedule, the firm is quick to assurv 
ihe dealers that its advertising will 
appear all \ear "round. Its policy i- 
not to snow a market with a short, con- 
centraled elTort. nioxe in salesmen to 
load up the dealers and then pull out. 
Bardahl's feeling is that consistenc) of 
advertising is as im|)orlant as good 
|)roduction and a top co|)y theme. 

Bardahl carries unity of ad\ erlisini.' 
message into it- national print media. 
For the |)asl year trade j)apers and au- 
tomotixe piddications ha\e been carr\- 
ing ads with picturi's of the four Bar- 
dahl tv cartoon figures. Bardahl has 
also had double-page two-color S|)rea<l> 
in Life featuring the f<nn' e\ II ones. 

The firm and its agency have had 
reason to be doubly |ileased in the past 
vear with tlie liea\ \ merchandising and 
print promotion they ha\ e given to 
their Bardahl t\ cliara<ters. The rea-^ 
sou? hne\ itabh imitations of Bar- 

SPONSOR 



$2,625 YEN DOME BY CONCORD 





ROLLS OVER S STATES 

Mt. Washington's more-than-a- 
mile high TV station covers most 
of the three states of Maine, New 
Hampshire and Vermont. On the 
air in August. 



Use America's only "3-state one-station 
TV network" and save — in just 11 
weeks of a half-hour weekly program 
— the cost of a $2,625 Vendome by 
Concord Watch, 

Average time costs run 51% less than the 
comhtned cost of the three TV stations 
giving next hest coverage. 




REACHES NEW PROSPECTS 

Covers virtually all the families 
local TV stations do and reaches 
thousands of families they can- 
not reach. TV homes: 219,461 as 
of April 30 - RETMA. 




Represented nationally by 
HARRINGTON, RIGHTER & PARSONS, Inc. 
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> t\ ii|ijnii;i< li lia\f ""inaii^ in 
iiuirket^. < )tlu'r jJUxliK t> li('<;:m 
CI with comiiicit ial> lliai arc 
lakc-ip|T~ (III popular l\ iii\.-lcrit'*. \ii(l. 
.tl~o iric\ ilal)l\ . lliex- imitations lia\t' 
ill >()iiic instances softened the inipacl 
(if the H.ii'dalil <'(iniinci'eials in tliose 
markets. 

■|\) ()lT-<-l lliis. Ikirdalil allocated a 
*'2i 1.000 pid(ln< tioii ])ud';et for nc\\ t\ 
( oiinnereials in \uf;ust I*)o.'i. another 
hifilicr hud^ct in sprinj; 1951. I'lic 
new (Hmiinen iaK will follow the orifii- 
iial four Hardalil frangslcrs and l?ar- 
dalil the dc!c(tiv(' through a series of 
car a(l\ eiilure.«. that illustrate le< linical 
ina» liiner\ |)robleni.-< draiiialically. I he 
iiiside the-eii^iiie antics of the Hardalil 
< harac ter.- are intended to he iiifornia- 
ti\e as well as eiit('rtainiii<r. 

I Icre's the auditj from a rcpi esenta- 
ti\c Hardahl < (Jiiiniercial : 
( lYiiifHini music \ 

"'Hiis story is true . . . 
I musical theme i 

"It was 8:27 when the call <-aiiie in 
. . . I)la<-k i^edaii . . . license ninnher 
A- 139. Friend of the chief ... in had 
Iroiihle. I arrived at <>:'12 . . . took 
one look. It was our old friends 
Dirty Sludf;e, Sticky Vahes, Guinni\ 
Riii^s, Blacky Carbon. Only one thing 
to do ... 1 called for Bardalil. At 

J4 Hardahl arri\ed and got down 
to business. 
( stinger I 

"He poured uiie (|uarl of Hardahl in 
the < rankcasp . . . 
( music) 

"Fed one pint of Hardahl through 
the ( arburetor intake . . . 



"Added four ouiK e- of Hardahl top 
oil to tlie ga~ tank. , . .' 
( music ) 

" \t o:17 the boys ga\e up . . . Har- 
dahl had done it again. At H: [9 Har- 
dahl turned to me and ?aid: 'Hig shoty' 
^ call.' 'He ll remember!' ' 
( ( /o.si/iic theme) 

Ikirdalil ha* rini >ome of tlie origi- 
nal commercials for a year and a half 
ill some iiiark(>ts without diiuinisirmg 
elTe< I. The firm finds it hard Id esti- 
mate the a\erage life of a coiiiiiiercial 
oil a national basis of efTecti\ ene>s. 
Howeser. when the original series has 
shu'ked olT in sales elTecli\ eiiess, Har- 
dahl ha- the new series all ready to put 
in pla» e of the old. 

lo further (li\eisif\ its commer- 
cials. Hardahl began ncgolialiiig for 
lop talent lo star in a film demonstra- 
tion of llic product. After months of 
planning and negotiations. I'al O'Hrieii 
was filmed in summer 19.31. This is 
the first c()n:-umer product tv commer- 
cial he has e\er ap|)cared in. 

The climax of llie film deuKJiistra- 
lion conies when O'Hrieii pours gaso- 
line into oil to wliich Hardahl has 
been added, lie sets it allame and lets 
the \iewer see the Iremendous heat 
and pressure which the oil can stand. 

Hay doll sa\s that initial show ings of 
this film coiiiinen-ial have alread\ 
brought Hardahl a great deal of fa\or- 
able viewer response. 

Ole Hardahl. the firm s president, 
'^iiiiis ui) Hardahl Iv straleg\ as follows: 
"Hasicalh we\e been entertaining 
to build product recognilioii and iden- 



tilicaliuii. Now \Ve will u*e product 
recognition as a sj)ringl)oar(l from 
which to jump into our iiuobed and 
< tmiplicatetl te<-bni<"al sales ^tor\ ."' 

The 19.53 sales success story result- 
ing from tv is being repeated this year. 
Sales figures for the first four month* 
hi the Western states show a .3P>' < 
jump over the first four months of 
19.53. 1 nc(jmplete national sales fig- 
ures show a first quarter gain of about 
3.5 lo 39' r. depending upon the area. 

The parent company does not ai • 
tlialU produce the product which i- 
sold ill local gas or service stations. 
Here's how the firm is set up: The 
Hardahl Manufacturing Corp. makes ii 
chemical coiu entrate which is shipped 
to blending plants owned by its dis- 
tributors at St. Louis: Boston: .Abm- 
treal: \ancou\er: Oslo. Norwa\; Ant- 
werp, belgium; Florence. ItaK : Mex- 
ico City. In those plants the < hemical 
is blended into an oil carrier, pur- 
thased according to Bardahl's specifi- 
cations. Then it is packaged and dis- 
tributed. Hardahl Manufacturing Corpj 
itself takes care of packaging and di*- 
tiibutiiig for the 13 Western states. 

In 1953 the blending-distributops 
and the parent company together at- 
counted for the sale of 1<{ million cair* 
of Hardahl gas and oil additi\e. 

Distributor <-onmients continue tei 
praise Bardahbs tv effort. One West- 
ern distributor. Ward Grishain of 
Northern California, called the Seattle 
plant recentlj to congratulate the par- 
ent company . 

"l thought I was getting used tc 
what t\ < oul(l do. ' said he. "Hut we've 





uiin T 

THE STATE ST aImI O N 

IflUll I 

VHF CHANNEL Q MANCHESTER N. H 
THE BEST SIGNAL— AND LOCAL COVERAGE 
FROM WITHIN THE MARKET 

:o% vj rnlirr .Vru llump,Uire population 110,000 TV families 

PLUS 

Lau rrtu-i , llai-rrliill fHi-liburg arra. . 1 15,000 TV families 

PLUS Cuviratje of south (iiid rfiAtitn 

^ 'rrrnni 15,000 TV ♦amilies 



Tofat PRIMARY coverage 235,000 TV families 

FOUR MILLION PERSONS 
LIVE IN THIS AREA ^ 



MANCHESTER 



:j «y>^^r-Or=OSj-. Tv-.'- * GRADE A 



•i VT -Plii- N H -n 'SA • ■ O'^ HAVERHILL r r » 

AMASS. ^^"^'^^ V:- f-rt:=^' 



' ' Vn^viV''»;l'MJUiiJ GRADE B 
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Ill THi GREATER SAN FRANCISCO MARKET 
• you cover more on CHANNEL 4 




KRON-TV COVERS THIS BIG MARKET... 

• With a population of 3,600,000 

e Spending 4V2 billion dollars annually on 
retail purchases 

» The eighth largest in set ownership 

«..SO COVER MORE ON 

CHANNEL 4 

FREE & PETERS, INC. • NATIONAL REPRESENTATIVES 



BECAUSE CHANNEL 4 PROVIDES 

• Maximum legal power operating at 100,000 watts 

• Highest antenna in San Francisco at 
1441 feet above sea level 

• Low channel frequency insuring stronger signal 

• Top-rated NBC and local programs 




N FRANCISCO mJ 
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101,292 SETS] 

Are Receiving KEDD's 
Increased Signal 
Strength of 

ONE- 
iQUARTERj 

MILLION 
WATTS 

Now 
Saturating 
Wichita's 
Billion- 
Dollar 
Market 

With 
Kan sas' 
Highest 
Power! 



ft — ' '"-Iv 



V 



. NBC • ABC NETWORKS \! 



!i<-i-ii ><lliii^ In liakt'isfiehi for llirt'c 
veaib. aii<l had approxiiiuitel) 70 tlcal- 
t'rs. riicji ;i tv station <am(' on thc 
air. Within a week after ^tartill•; our 
eonniiereiaU. we had (jjjeiied 41 new 
aecouiit>. .voiiie of which we'd heen 
hittinji unsuree-^fully for three \ear.s. 

"W e inach' one sale of S160 to a sin- 
gle independent gas station," lie added. 
Anyone who ha;- ever sold a specially 
item direc t to a scr\iee station realizo 
that S1C)() in one Innip sum is m) minor 
achie\einent. " 

The Hardahl distrihiitor in Mar\- 
land aHoeated 'JO' r of hi.- ow n adver- 
tising hudget to WMAR-TV. Balti- 
more, lie started his tv campaign two 
\ears ago throngh Marshall Hawks 
agency. Weekly time cost of the tv 
effort is oidy Sl<'i3.60, )et the Mardahl 
(listrlhulor gets daily letters of eon- 
gratnlation like the following.* 

"Last evening, while \ iewing tele\i- 
sion, 1 was attracted 1)\ your clever 
C(jmmeicial. 1 think that this connner- 
cial is entertaining as well as being 
informative. As yet I have not had 
the experience to use your product. 
Bardahl, hut ) ou may be sure that 
the next time 1 drive my car I will stop 
at a station iJiat handles Bardahl and 
try it. 1 am sure that if the product is 
as good as its commercial says it is. I 
will not be disappointed. Again, let 
me congratulate you ou your outstand- 
ing Bardahl oonnnercial.'* 

Rises in sales up to 200' ( within 
the first four months after use of air 
advertising have become apparent in 
19.34 as Bardahl put its connnereials 
into such towns as Chico. Cal.: Boise 
and Idaho Falls, Idaho; Reno and Las 
Vegas. Xev.; Yuma. Ariz. 

And, strange but true: lliese com- 
mercials are reported to ha\e made a 
surprising impact upon Europeans 
whenever the announcements were 
played before European movie audi- 
enct^^. Count Giorgio Geddes Da Fili- 
caia and Kjell Stray, Bardahl distrib- 
utors for Southern and Northern Eu- 
rope, respectively, told the Seattle of- 
fice that they're looking forward to the 
time when coimnercial t\ opens up in 
their areas. 

In the meantime the commercials 
have been shown in European movie> 
with Xorwegian. Spanish. Italian and 
I'cirluguese sound tracks. 

Some SISO.OOO of Bardabl's 19,>f 
air budget goes into minute radio an- 
nouncements that follow the same stor\ 
line and n>-(' the same charactei-s as the 



t\ -crie-. I he-e announcemenis, gen- 
fiall} spotted during the heavy driv- 
ing liours Cthat is, early morning and 
late afternoon), are currently in o\ef 
• )0 radio-only as well as tv markets. 

In converting the tv announcements 
into radio commercials Bardahl did an 
entire rerecording. Bill Bates, who'd 
done the sound tracks for the tv film>. 
produced the radio commercials as 
well. Total production cost per radio 
« omniercial was Sl.OOG. 

Bardahl uses radio in large do^es. 
In a number of local market promo- 
tions the firm has bought schedules 
ranging from 300 to 1,000 announc e« 
menls. Bardahl usually arranges wtli 
the local station to add a dealer tag 
to the announcements. 

llere s the sort of arrangement Bar- 
dahl likes to make with its dealers: 
During a period of time, usually SO* 
to 00 da\s. all dealers are offered ont? 
free dealer tag per case of merchandise 
bought, five free tags for a four-case 
order. The local Bardahl representa* 
tive notifies a dealer by card or phone 
so he can listen to his own tag on 
the air. 

Bardahl restricts these promotion;! 
to a maximum of two per market an- 
nualK to rotate them around the na- 
tion. Since an individual ser\'ice sta- 
tion now rarely gets a chance to hear 
its name on the air. he appreciates it 
all the more. 

Referring to the Bardahl tv commer- 
cials in this instance. Alf Warner, Bar- 
dahl distributor in Massachusetts, 
wrote: 'l have witnessed a miracle 
. . . we showe<l the commercials at 
the Wo rid Motor Sports Show in Mad- 
ison Square Garden in New ^ ork Cit\ . 
Believe me. it was absolutely fabulous. 
W lienever that theme sounded, adults 
came rnniiing like children to see it. 
I mean this . . . never, never has an\- 
thiiig I've seen taken such a hold. They 
came back a second time (at $1.50 a 
head) and brought friends to see it " 

And what about the leader of the 
Bardald gang? 

Ole Bardahl came to Seattle from 
Norway in 1922 with $45 capital. Of 
course, he didn't consider it entirely 
capital, since he planned to live on it 
till he got a job. Bardahl's job dealt 
with machinery: his hobby was cheiii- 
islr\. The result: An idea for Bar- 
dahl iuldili\e olL which he began nnm- 
ufacturing in 1939. 

His formula is designed to gi\e or- 
dinar\ oil a new affinity for metal 
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Best advertising dollar in 23 years...' 



^'Without doubt the best advertising dollar spent 
in the 23 years I've been with this company has 
been on television, and more particularly on 
WSM-TV's Western Corral' show, starring 
Ruff in Reddy." 

— R. M. Kennedy, Vice-president 

O'Bryan Brothers, Inc., Nashville, Tennessee 

Makers of famous Duckhead overalls and work clothes. 



Chances are your best advertis- 
ing dollar will be the one sent 
WSM-TV's way. For shows 
especially tailored to sell this 
rich market, see WSM-TVs 
Irving Waugh or any Petry Man. 




NASHVILLE 



^ TV I Clearly Nashville's 
; I™ No. 1 TV station 
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Yes, here in Pennsylvania, 1 buy 
covers 3 t^iarkets when that one 
buy is WJAC-TV, johnstown. 
Frot^i hi^h atop the Alleghenies, 
WJAC-TV covers the rich south- 
western Pennsylvania territory like 
a tent. In fact, based on latest 
Hoopers, WJAC-TV is . . . 

FIRST in Johnstown 
(a 2-station market) 
SECOND in Pittsburgh 
(a 4-station market) 

FIRST in Altoona 
(a 2-statjon market) 

If you want to canvass more cus- 
tomers per TV dollar spent, stake 
out a claim on the 1 that covers 
3 . . . 

Get full details from your KATZ man ! 



SERVING MILLIONS FROM 

ATOP THE ALLEGHENIES 



'A ' / ATC 



j0lN$raWNCHANlr^l6 



, causiiij; lIk' oil to i liii-; to metal |>ait>, 

j ket'|)iii^ a tliiii protective film on all 
fiictioii surfaces, cvt'ii when an cujiiiic 
or iiia< liiiu' stood idle. 

Tlic war delayed iiiai ketiiij; e\|)aii- 
>ioii. hut witii liie end of \\(jiid W ai 
II. Hardaiii *|)iead out all o\er tlie 
(•(Hiiilr\; i']\eii before Hardaiii *oiij:iit 
foreijiii expansion. l'.uio|)eaii bii^iiies^^- 
iiieii apiiroaciied iiiiii. 

Ill ]')\(> Hardahl felt liiat the di^tri- 
l)Ut!oii >tiu(iiire \\a- well set up, \t 
tlii> time Hardalil hcjiau adxertisiiiji in 
a -mall wa\. The W allace \Iacka\ do. 
handled the Baidalil account \iituall\ 
from the -tart. |)laciii;i lar':e space ad- 
iii national ina<:a/ines to hiiild hraiid 
iccojiniliori foi- the product. A few 
inoiilli- later the firm he<;aii u>iiij: s|)ot 
radio and heaw product denioii!«tra- 
tioii in |)ro>|)iHti\e outlet* and at re- 
gional fair-, industrial cxiiihits and 

i autoniohile show s. 

■"Let the ( ii-tonier watch Hardahl ill 
\\ork. •iee it. feel it. hear it. he -a\>i 
'" l lieii )()iii selling joh is 9()'y done, 

1 his is the pliilo.soph\ that e\en- 
tualh letl to the night session in Seal- 
tle'?- Hatliskeller in V)r>2. when the t\ 
ap|)roa<h was devel()|jed. 

Todax Hardahl sums U|) ad\ertisiiig 

I plans for the future: '"We ll continue 
to use maga/ine ad\erti>iiig. sine e it i- 
\itai in our nieichaiidi-ing. Htit. we 
arc going liea\ ier and hea\ ier into t\ . 
We re roii\inced. ai lea.-t as far a- our 
autonioti\e products aie concerned, 
that it i> the gr«'atest mass selling me- 
dium e\er created. 
iiiiiisical llieme and jade lu hlach ) 

'I'lir-(- ail- -dim' of 70 tv -tatioiis on 

liarclalil runs its \9r>\ series of aiii- 
inalol cartoon connnercials: KFMIJ-T\ . 5an 
Dicno: KPl.X, San Francisco: KKON-T\. 
.^an Francisco: K1.\G-T\'. .'^eaitlc: KT\T- 
T\. Tacoma. Wa-li.: KDYL-T\ . .'^ali Lake 
Cil\; KSL-T\, Sail Lake Ciiv; KLZ-T\ . 
Denver: K1'I10-T\, Phoenix; \VSB T\ . 
Atlania: \VBBM-T\. Chicago. WFBM- 
T\ . Inrlianapolis; \VCCO-T\'. .Minneapolis; 
W LW'.T. Cincinnati; WBNS-TV. Columbus: 
K()T\. Tulsa: WJAC-TV. Johnstown. Pa.: 
Vi F1L-T\ . Philadelphia: WMCT. Memphis: 
KK1J)-T\. Dalla-; KPHC-T\, Houston: 
\M5EN TW Btiffalo: W ll\\l-T\, Hochester: 
\\JAH-T\. Providence. K.l.; WHEN. Syra- 
cuse: \\M1C-T\. New Haven; W KGB. 
'^cheiiei lady. 

Included anunifj the .lO or more radio -la- 
lion* Bardalil bnv- are: KBIC. Los \n<:eles: 
KOIN. Portland. Ore.: KSL. Sail Lake City: 
KFEL. Denver; \M1B. Kansa- Cilv. Mo.: 
KWK. St. I.oiii-; WOHK. York. Pa.: 
WllWl. Hoche-ter; ViTAG. Worcesier: 
kJBs. ^an Franei-co; k\lj. Fresno; KPMC. 
Haki-r-ficld. Cal.; K\ OH. Colorado Sprin<:s: 
KHO^. Sacramento: KEE.X. San Jo-e. Cal.: 
K'lO^. .M. rccd. Cal.; K\ OE. Sanla Ana. 
Cal.: KSl). Si. Louis: KXOK. St. Loni*: 
WDOD. (:iiallanoof:a: K'< \L. Salinas. Km. 

★ ★ ★ 



TV SHOW COSTS 

I Cunliinicd from page 4()J 

half (tf tlie weekly Lux I ideo I lieutre. 
\iid the -liows which alleriiat<' with 
the big -|)(Vlaculars — such as 5i</ 
Caesar. Durante - (VConnor, Mickey 
Uooney, Colgate Comedy Hour and 
other- are either high-priced network 
|jackage-. or were carefully screened 
h\ .\HC 1 \ to make sure ihey mea- 
sured U)j ill quality. 

The network argument for such sur- 
gery and show control is thai the big- 
gest ill the iv lineups, including 
the spectaculars, will draw such large 
audieiKi^ to the network that other 
ad\erti-ers -hould tr\ to take full ad- 
\aiitage. inipro\iiig their show> or sub- 
-tituting new ones if necesiar},. 

(See "Network tv"s S400 million 
\ear." .m'oxsok 23 August 19.5L page 
.31 for an o\er-all look at fall |irograiii- 
iiig trend-. I 

1 hv fiuiiiblt' for vU'H'i'rs: Networks 
and sponsors alike are engaged in a 
inulti-million dollar gamble for tv au- 
dience- thi- fall. The results nia\ well 
decide e\er\ thing from media strategv 
of advert i-er- to network relati\e stand- 
ing- for \ear.- to come. 

Here's how the battle lines are 
draw u : 

1, Tlie iielHurk gamble: .A- men- 
tioned al)o\e. networks this -eason are 
ill-tailing -|)ectacular productions and, 
are insisting on high-grade shows in. 
their lineups. 

The networks are nevertheless iii- 
\olved ill a "calculated risk." Thev are 
gambling on the fact that their big 
show.- will pull so well that the larger 
audiences attracted will cancel out the 
increased costs of network tv advertis- 
ing. Tlie\ are also gambling, to a less- 
er extent, their reputation for show- 
nian>hi|) where network shows (usual- 
l\ at a higher price! have been substi- 
tuted for agency-jjroduced or |)ackaged 
sliow>. 

If the gamble fails, there is likel\ to 
be fireworks. It's been axiomatic that 
if an agencv makes a bad choice or 
achieves poor results with a big tv cam- 
paign the account is likeh to move 
el.-ewheie. Network*, now, will bear 
iiicre;i-'ed responsibility for prograiu 
-ucce-- or failure. 

2. The adierliser's gamble: Not all 
de<.•i.-ioll^ to up-grade programing and 
to .-|)eiid more money are due to net- 
work pre--ure b\ an\ means. .Much of 
it collle^ internallv from a spon-or's 
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QUESTION: 



What do the Kansas City, Omaha, Syracuse and Phoenix 
markets have in common? 




ANSWER 



9 




They're all served by a Meredith''' Television Station! 



YeS; in four important markets there's a Meredith Station eager to serve you! 

You can depend on a Meredith^' Station for: 

H Up-fo-fbe-mmufe equipmenf 

H Top-nofch production "know-how" 
H Sales results 



MmEOITH^' TEliVISilllt STATIONS 




1 



1 




1 



KANSAS CITY, MO. 



SYRACUSE, N.y. 



PHOENIX, ARIZ. 



OMAHA, NEBR. 



WOW -TV represented by Blair-TV, ln(. 

Successful 



KCMO-TV, WHEN -TV & KPHO-TV represented by The Katz Agency • 

'Meredith Television Stations Are Affiliated with BellerHomes and Farming 

Mag 

and Gardens ^ 



azines 
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WFBC-TY 

100KW POWER 
2204 FT. ANUNNA 



"Giant of 
.Southern 
Skies" 




. . . boasting more people and largei 
income within 100 miles radius than 
Atlanta, Jacksonville, Miami, oi New 
Orleans, \Vt I5C t \' is truly the "Giant 
of Southern Skies", and a powerfrd 
new adicTtising medium in llie South 
easi . 

HERE'S THE WFBC-TV 
MARKET 
(Within 100 miles radius) 
Population 2,924,625 People 
Income $3,174,536,000 
Sales $2,112,629,000 
Television Homes 277,622* 

Marki-i Data from Sales Management 
*Froni A. C. Nielsen Co. Survey as of 
Nov. 1, 1953, [All* RET.MA set shipments 
in the 100 niv. <-oiitoiir >ince Nov. 1, 1953. 

W'lilc now foi Mtirkt'l Data ISrochinr 
II ltd Ilntr Card. Ask its or our Re pre- 
sriitatij'rs for information and assist- 
ancf. 




Channel 4 

WFBC-TY 

Greenville, S. C, 



NBC NETWORK 
Represented Nationally by 

WEED TELEVISION CORP. 



Drfiaiii/.alioii. jjarlicularh fruiii sales 
force- iiiixious lo lune a hig t\ jjrojj- 
iTl\ llic\ can proniole to dealers ami 
ictnilfr>. 

lint the fiid rcMjll is tlie same. Spoii- 
-ors iiia\ find that ihe) arc spending 
larjicr budgets and reaching bigger 
andienre>. Or thej may find them- 
< s|jending in(jre to .-land still. 

\\ hat are the chances for the suc- 
ee-'i of the great program gainLles he- 
iiig made? Iiidu-tr) ojjinioii. a.-5 sur- 
\e\ed h\ si'dXsoH. seems divided he- 
Iweeit two hasic >(:hools (jf thought : 

• The '\'Vi'i rhodv iiill Itcnefii' 
])hHosupliy: Some nctwcjrk researchers 
feel tiial llie star-studded fall show 
lineuj)>- on the major networks, couj)led 
with ihe continuing growth (jf the tv 
home hase ( likel\ to he uj) some 6.- 
000. OOO or more this year) will simply 
mean that more people than e\er will 
he watching tv. Phus, tv ad\erti-ing 
will pay off. ln>tead of diluting the 
audience, these researchers fe«:l. the 
hig shows will simply push up the level 
of "homes-using-tv. ' 

• The ^''somebody's gutta lu^e" phi- 
losophy: Less optimistic are the feel- 
ing.s of a nuniher of agency research- 
ers w ith whom st'o.NSOK talked. ''Sure, 
the home hase is growing, hut we're 
nearing saturation. And we've found 
that the home^-usiiig-tv' figure stays 
ahout the same on different nights of 
the week whether one network is domi- 
nating or whether tliere is stiff compe- 
tition on as manv as three." a McCann- 
Erickson olTicial told SPONSOR. Said a 
Benton i Howies media executi\e: "In 
the battle between the networks this fall 
someone will ha\c to take a licking. 
With costs going up generally, a spon- 
sor who is concerned with eost-per- 
1.000 will he lucky to break even." 

Is there any likelihood of an increase 
in "hoine-using-tv" figures? 

The answer, according to researchers 
who have studied A. C. Nielsen figures 
over the past few seasons, seems to he 
a mixture of 'yes ' and "'no." 

It's '"yes" in the case of da>time t\. 
where the "'homes-using-tv" figures at 
the height of last season in daylight 
hours averaged out at around 2.^'^ . 
It s a possible ">es"* in the case of cer- 
tain evening hours such as 7:00-8:00 
p.m. and 10:00-11:00 j).m. where the 
figin es rose to around 30 '^^f . 

It's a jirohahle "no" in the case of 
the o:00-10:()0 p.m. peak period where 
the "homes-tising-t\ '' figure rises to 
around W't or more. "Two out of 
ihiee -et< are alreacU tuned to tv al 



the jveak perioils,'' an 
pcjjnted oul. "Where do you go from 
there? How are you going to persuade 
*Tv's Third .Man' to turn on his tv 
>et?" 

What does it all add up to? This 
-eemed to be the concensus of \eteran 
le-earchers: 

1. T\ ad\ertibers will be paying 
more for the average nighttime show 
thi- s(*a>oii, not counting time. 

2. \ccording to spo.nsor's figures. 
lhe\ will |)a\ about 2r>'/( more for pro- 
duction, and w ill try to spread the c/ists. 
on longer lineups of stations. 

3. Sponsors' over-all costs, however, 
will be up anywhere from Irt to 20' 

I lime and talent combined^ at night. 

I. Hy mid-fall, the tv home base 
will be an estimated 10% larger than 
it wa- tlii^ spring. The same rating, in 
other word>-, may bring you lO"^ more 
people. 

."). ISiit co.-ts are probably increas- 
ing faster than the home base is in- 
creasing, and are often running ahead 
of the potential increases in "homes- 
ii-ing-t\ ." 

f), \(K'ertisers must therefore come 
up with ratings Lliat are substantially 
higher than last season — aii\ where 
from l.'S'^f on up — in order to produce 
the same cost-per- 1,000 picture. 

7. Everybody isn't likely to wi'n. 
Some advertisers are likely to find that, 
des|)ite their increased expenditure? for 
jnoduction. their cost -per- 1.000 i^ 
Sioing up. 

.Spt'fl«fnJ«r.v ns ad v^hiclvs: 'Ihe 
spectaculars are a clean break with net- 
work tradition that every sponsor 
should have his own show and have it 
e\ery week in the same time slot. 

Here are several quotes which simi 
up some of the conflicting points of 
view in the industry which ha\e grown 
up around the spectaculars. 

For "infrequent" tv advertising: 
Mike Daim, NBC TV's program mana- 
ger, recently told a group of adver- 
tisers: 

"A new phenomenon has taken place 
with the la«t six months. Instead of 
buying several insertions, the present 
philosophy is now that you buv cer- 
tain programs of a certain size 10 or 12 
times a year, reaching 60-70*^7 ol tlie 
population. 

"For example, in a single houi and 
a half show. Oldsniobilc had more peo- 
ple in their showrooms after the per- 
formance than they had ever had be- 
fore: more even than thev had wheu 
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NEVER SHOOT THE BULL 

when he can be cowed 




Riding past his neighbor's ranch house, 
a Texan noticed a fierce-looking bull 
loose in the yard; out back, a girl was milk- 
ing a cow. Before the Texan could make a 
move, the beast spied the girl, lowered his 
head and charged. The Texau shouted a 
warning. The girl glanced up, waved, but 
continued milking. The bull skidded to a 
halt ten feet from the cow and pawed the 
ground. Again the Texan yelled. Again the 
girl looked, smiled, and continued her chore. 

Our hero was considering a dramatic res- 
cue when the bull gave a final snort and 
lumbered off. 

The Texan ran back to the girl. "Why 
didn't you get out of the way? That bull 
might of killed you!" 

The girl glanced up and smiled. "Thanks, 
but 1 reckoned all along he wouldn't dare 
come near me." 

"Wouldn't dare? Whj not?" 

"Because of Bessie." said the girl, patting 
the cow s flank. 

"Wliat's the old cow got to do with it?" 
asked the astonished Texan. 

"She's his mother-in-law.'' 



A few researchers — like the bull — are easil) 
< owed. Mention Panhandle, and they think 
of wide open prairie. Sure we're wide open, 
but so's KGNC's coverage: 54 counties in 
Texas, plus 24 counties in New Mexico. 
Kansas, Oklahoma and Colorado. ( KGiNC- 
TV's signal reaches 30 counties with a popu- 
lation of 400,000.) Amarillo's trading area 
yields oil, crops and livestock to such a wide 
open extent we're ISth in the nation in per 
capita income. And we're 1st in the nation 
-af(ain — in per familv retail sales. 



KG~N~C-AM & TV 




Amarillo 




NBC and DuMONT AFFILIATE 



AM: 13,000 watts, 710 kc. TV: Channel 4. Represented nationally by the Katz Agency 
6 SEPTEMBER 1954 105 



NORTH 
CAROLINA'S 



Rich^Growing 

''GOLDEN 
TRIANGLE' 




new ( ai «(■! (• Ii<-iii<i *lios\ii. I lie tunl 
tiiiiii I'l sai \ .'>h(ii( 'f \ nil sl'rll hem 
iil)(jiit it ii xcai l;it('r. " 

/■or "rcfiuldi " li uilvrrlisiiifi: ,\ot 
Iniiii uuo. Slocmii (Jliairiii. s .d. (jf ABC 
1 \ . fiit'd (ifl a l)hist al ''sjK'< laciilar>"' 
and otlit'i infrcijiiciit t\ j)ro|j;raiiiinj; : 

"I licHcNc tliat \s hilc 'firew ork' work 
wi'll for iai (xca-ioii- '^u( }i a~ < or- 
|j(iiatc (JdUKmi Jubilees, tlie |)r('-eiit 
|ji()\en |)atleni of t\ |jro<irani m licdiil- 
iiij: (leli\cr< tlic more eflicieiit and ef- 
fe<ti\(' a(l\ ertisiiij;. \o oiicc-a-iiioiitli 
■s|)ecta<Ldar' M'liediile can li(j|)e to 
iiuit( li the total deli\cred audioiice or 
t(jtal iimiilier of coiiiiuereial iiiijjre>- 
sioiis deiixercd I)\ the average j)roj;raiii 
uilli es (M) -week fre(|ueii<.) . Irrejiular- 
ity and iKjseltj do not by tlietiiselve^ 
create 'iiiijja* t.' The novelty of the 
sj)e<taenlar \\ear< olT iioticeabis with 
each successive spectacular/' 

And. as Rod Ericksoii. Y&U s mana- 
ger of radio-l\ acccjunt planning, stated 
to a group of Canadian air advertisers: 
'■. . . there is no substitute for continu- 
it) whether you're selling hard goods 
or qui< k-mos iiig items." 



I'uul iJixuii. Uoniinf; Shoiv\ pi i< c lia- 
gune from s'A.2'Mi (as of last Man In 
U) a fall price of S4,069 but the station 
lineujj ha« gone from 54 to 62. t'uul 
Dixon's pr'v i: has been edging ujjward 
as tlie >ho\\ lineuj) lias jjrogressed from 
aidimd 10 si;iti(»ns Uj) to its fall lineuj) 
of 20. Van Imth network? feel that the 
c()>t increases which rejjresent the 
j)ri< c of time and talent — are canceled 
b\ the redufcd cosl-per-1.000 home*. 

Custs bu shtnc typi's: One u'f the 

contriliuting fac tors t(j the general iir- 
( rea>e tlii« fall in network tv program 
j)rodiM ti(»n co-t- is the strong trend to- 
ward big-name sariet) shows, situa- 
tion come(lic>« framed around star^. and 
dramatic '■howS that are vehicle* for 
top-flight actors. The shift, for the 
most part, has been at the exj)en?-e of 
mvsterx and suspense shows, quiz 
show- that nes er won very high rat-^ 

• «>'Ili<- iiiniu'diale inipacl of a lelf>i*ion 
picluro on ihc, average individual ex- 
ceed* anvlliing: of a similar natur*' lhal 
has ever occurred in my lifetime. ^ ou 

gel leIevi>jon impression* and never 

forget ihi: s.imullaneou.-ly through 

your ear* and eves. Tliese impres-ioii* 
register instantly in a dual eapaeil> 
and accomplisli reactions much swifler 
than any previous means of communi- 
cation. Television is a new and moving 
force . . . ihat really has impact in the 
fullest sense of the word.?' 

a^\IK McCOLI.Ol(.H 
Hresidenl 
WGAL, Lanca\ler 

★ * * ★ * * « *: 

ings, and other forms of jirograming 
that fall into the "modest success' raie- 
uorv. 

In the ca*e of mysteries, the shift 
quite pronounced. In 1952, there were 
18 Ashoduiiits of one sort or another 
sponsored (ni the four tv webs. In 
1953. the figure had dropped to l.H. 
This year, there are only nine- just 
half that being aired on networks two 
seasons ago. .Mystery costs have tended 
to bold to Si 5.000 a week or less for 
half-hour production. .Mo^t of these 
nnsleries have been supplante<l by 
situation comedies, which cost in 1951 
an average of S26.000 or by straight 
dramas, costing an average of S21..500. 

Most costK show type is still the s a- 
riet\ show which costs, with few excep- 
tions, around S60.000 — nearly double 
that of hour-long dramas. * * * 



TELEVISION 

CHANNEL 12 



a 24-county market 
with retail sales of 

$1,028,000,000. 

(Sales Management 1954 
Survey of Buying Power) 

NOW SHOWING!-All N6C COIOR SHOWS 




Interconnected 
Television Affiliate 



National Representafivet 

The Headleij-Reed Companij 



l*uri'n'titatttty proyrums: I'be out- 
look is for an average increase of 25'"1 
this season, as against last, in the jtrice 
of |)artici|jations in the network "mag- 
azine" shows like Today, Morning 
Show and Paul Dixon. Other network- 
controlled shows in this category, such 
as Home. Toniglil and Pinky Lee are 
too new to draw 1953-19-54 compari- 
sons. 

Most of this 25 average hike goes 
for time, not for talent. Tlie network 
lineu|)s for these shows have been con- 
stantlv expanding. As a result network 
salesmen can nearly always show that 
coit-per-1.000 homes is going down 
even though the j)rice of each partici- 
jiation may he going up. 

Last October, f(»r instance, the time- 
and-taleiit j)rice of a j)articipation on 
Today was S3,947 on a 47-station line- 
uj). The cost-per- l.OlX) homes was then 
around S2.&L This October, the price 
will be S5,198 for a 52-statioii. coast- 
to-coast hookup. Cost-per-1.000 homes 
w ill be. by NBC TV's estimate, around 
$2.39. The price for each "insertion" 
in this magazine-concept show, in other 
words, has gone up 32^ but the cost- 
per-1.000 homes will have gone down 
b\ 18^;. 

Tlie same pattern applies to 
T\ s Morning Shoic an<l l)u Mont's 
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I ASK 
YOUR 
NATIONAL 
REPRESENTATIVE 

M You're on the verge of a decision, and a problem. 

H What business papers to pick for your station promotion? 

^ It's no problem to kiss off, for your choice can have a telling 

effect on your national spot income. 

But where to get the facts? 

The answer is simple. Ask your national representative. 

He knows. His salesmen get around. They learn which business 
papers are appreciated, read and discussed by buyers of broadcast time. 

His is an expert opinion. Don't overlook your national representative. 




SPONSOR 

The magazine radio and tv advertisers use 
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HOTEL BAR 

[Coiitinin'il from int^i' 17 I 

ricd \crv < l«)-i" l()jii"lli<-r. 

Ollici kf\ |)('()[)le on lire H<)l<'l 
.11 (•oinil ;il (looi (liiiiiletl li>iii'; 
•IK- liAiiii; llciv, f\wiili\e vice |)it'>i- 
(Iciil. iiinl Morion (.'liiilck. (liiP<lor of 
-jIo proniolion. 

(jiordiiiiiled -lie—- lliicc nuiin 
< (»|)\ llu'ino in latlio iinnounc*'- 
iiicnl> : 

1. Hold liiir Food- i> iiM "old le- 
lialilc' foiiccrn in liii-iiicss for o\(*i' 
lialf a ceiilur) . 

2. Tlic firm s >ii«cc-n i>. ha^cd on 
il-. rcpnialioii for ([iialily product*. 

.\. Till' sponsor nncoiidilionalh 
,::iiaraiikH"^ ils |)rodni i "or \()iir inoiie\ 
hack..' 

Price is nol nieiilioiicd in llie hullcr 
i.D. s bill llio marjiariiie f oj)\ >lresse> 
HajJiJ) I5()\ Marf-'ariiu' cosls less than 
.iii\ other." 

Coortliiialt'd retDrded si\ tlillertiil 
20-sccond aiiiioiiiiieiiK'iil- for the niar- 
i«aririe, rttlales them tluriiig I he I wo 
da)S on the air. (There is one live 
rhainhreak a week for the iiiargarine, 
on tlie llerl) Sheldon show. I The 
are dehvered li\e. Ciirrenlh. 



oiil\ one 1.1). i- Iriufj; n-cd oil holh 
da\ s of the week : 

"l^iiov Hotel liar Butter. deli< iou- 
llotel Bar Hiiller.'" 

I lie iiiarf:ai iiie -lalioii hreaks are 
deli\ered h\ a ■"iNpital h()ii>-e\\ ife' or 
l)\ a \(tuii'isler \\h(( rcpresenl* "liap- 
p\ |jo\ (a \oiiiijr hoj's pieliiie also 
appears un ihi' iiiarjiariiie pa<ka{ici. 
I he "housewife'' < ()iiiiner< ial- arc on 
ii woiiian-lo-\\ oiiian le\el. use phra-es 
like. "'Now. Till ju>-l an (jrdiiun\ liou-e- 
wife wJio iialiirally \Nanl'i to }:et the 
lie.st . . 

Coordinated feels the comliinatioii 
of I.D.V and station hreaks represents 
ahoiit the most e< ononiical. efTe<ti\e 
ii-e of the spoii.'sor s ad dollars. 

"To do a serious. tlioroiif:li product 
selliiifr and coiisuiiier echKating joh." 
sa\s Lester W'ollf. "'ue l)elie\e you 
ha\e to buy an entire program and 
didiver a series of commercials within 
a gi\eii lime jjeriod. J^ut in our case, 
we re trjing to huilil brand remem- 
brance and the ()ualit\ concept for the 
butler, and develop a larger market for 
llie margarine. We feel these jobs can 
he done adcijuateU in a few seconds' 
lime, provided there is enough repeti- 
tion of the iiio-sage. 

"'W'e gel the im)>a< l we need through 



lepetitioii on key ^bopping da\s, and 
-Irelcli our dollars b) limiting the time 
of each aniiouncemoiil to the bare-t 
iniiiimiiiii." 

(^)ordinated is now planning lo' run 
a siiiii|;ir-ty]je dri\e on another New 
^ ork station after the W'NHC contract 
ex|)ire-. "We belie\e in rotating from 
one *talion lo the next after 13 weeks," 
\\^)lfl said, " fhis way, we saturate one 
|)arliciihir stalion"- audience, then 
mo\e on. After a while, the c\cle be- 
gins all o\er again.'" Hie companv's 
fir-l cain|niigii was on W'CBS. \ew 
York. 

Another iinporlant factor hi xhed- 
uliiig announcements under 60 sck-oiuI- 
is that often tbe-c shorter spots can 
he wedged into pfiiiie thne periods, 
where there iiia\ be no minute a\ail- 
abililies. For example. Motel Bar'> 
eha inbreaks were ii-ed on the Codfrev 
show o\er W'CBS. And the currenl 
WNBC aiiiiouiiceiiienis are slotted next 
lo toj) iiew< |)rogranis and jx-rsonalitv 
■<how s. 

"W'e chose the da\tiine period for 
our aiinouiiceiiients be«-ause we feel 
the housewife is apt to listen to radio 
more during the day than at night. 
-a\s W'oHI. "Most women keep the 
radio tuned on while they're doing, 
chores around the house, and if we 
don t catch I hem w ith our 7 :45 an- 
nouncement, ibeyll probably hear the 
one at one o'cl<K'k or at 2:.S.S. Since- 
we're aiming for a housewife audi- 
ence, we think this i.'* the right for- 
mula. ' 

I'arl of Coordinated'-^ client >er\ ice 
is in-.-loie calls b\ its own merchan- 
dising man, .Morion Chalek. Cluilek 
visits snjiev markets and the co-op bu\- 
iuL' ofli< es for these market, talks with 
store iiiaiiagers and bu\ing agents, lie 
does not distribute merchandising iiiu- 
lerial (Hotel Bar's salesmen and TG\)iif- 
seiitali\es take care of that end uf 
dealer relations!. He mereK tries lo 
stimulate heller manufacturer-dealer 
relations and act as trouble-?liot>tt.'f 
b\ ironing out |)ossil)le problems., gfl- 
iing suggestion-, answering quest ioiir 
and keeping up with spe<Mfic need- oj 
trend-. 

Chalek"? broad experience with l.li<? 
ageiic\'s super market accounts Itas 
been, iiualiiahle in ids merchandising 
elTorts for Hotel Bar. he rejiorts. Co- 
ordiiialed .\d\crtising s])eciali/es hi 
food a(t ounls. handles advertising for 
super market chains and cooperati\'?s 
in ihe \ew ork area repres<^ii.Uinp 
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distributor that BOUNDED TV Film 
Service handles TV film. And w hat rr;^ sir, does "handle" 
mean, they asked. Well, now, I'd "C^^^^^ 
I said and did: When the ^^^t^ finishes printing a film, 
BO.NDED takes over. We attach" leaders, mount on a 
and label each print for you. If it's a program, we spiice in 
commeicials. Next we mail it or ^ic^^^lr' by ^dlf^ 



And we keep a "Print Control Record" of where every print 
is, until it returns. Then we examine each print carefully, 
clean and repair if needed and give yoii a "Conditi on 
Report" 



so you'H know whether those 
took good^are of it or chewed it alj up. And bo.xded stores 

it out again. 



your ^^^^o) until you tell us to 
Interesting part is, we can do all this cheaper than you can 
do It lor voursoll, bv the dozen or bv the thousands. That's 



our business and we "^X,^^^^^ it. 




us. You'll be 




you did! 



B(^NDED TV FILM SERVICE Inc. 

■' lOS ANGELES -904 N toCienego-BR 2 7825 

NEW YORK ' 630 Ninlti Avi-nue • JU 6-1030 



MSr», SAfOt, liSS COSnr...ltca«u Ifi M*ra IHicimtl 
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rOU MIGHT GET A 103 -LB. BARRACUDA*-' 



BUT 



CONLAN RADIO REPORT 
METROPOLITAN GRAND RAPIDS 
NOVEMBER, 1953 





Morning 


Afternoon 


Night 


WjEF 


29.6% 


30.8% 


33.1% 




26.3 


22.8 


28.6 


Otlv>r<: 


44.1 


46.4 


28.3 




WKZO — KALAMAZOO 
WKZO-TV — GRAND RAPIOS KALAMAZOO 
WJEF — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN-TV — LINCOLN, NEBRASKA 

Associated -^ith 
WMBD— PEORIA. ILLINOIS 



YOU NEED WJEF RADIO 
TO LAND SALES 
IN GRAND RAPIDS! 

WJEF gets the biggest share of the Metropolitan Grand Rapids 
radio audience, morning, afternoon and night. Latest Conlan 
figures show that of the area's 116,o70 radio homes. WJEF 
delivers: 

12.6% more MORNING listeners than the next station — 
2.1.27c more AFTERNOON listeners— 
9.6% more EVENING listeners! 

W hat s more. WJEF costs less than the next station. On a 52- 
time ba?is. a daytime quarter-hour will run you les*- than 25c 
per thousand radio homes! 




CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY 

Avery- Knodel, Inc., Exclusive National Representatives 

C. E. Benet caiiaht one this size in the Bahamas, in 1932. 




WREX-TV 



47,000 
WATTS 
E. R. P. 

FALL 
CHEDULE 



ASSURES YOU 



mf the big 

ROCKFORD ^ MADISON 

AREA AUDIENCE 



1 Lovt* Liic\ 
U. S, Steel Hour 

Professional Football Games 
Jackie Gleason Show 
\ oice Of Firestone 
N.C.A.A. Collegiate Foothal 

Robert Q Lewis Show 

Blue Ribbon Bouts 
Hub Crosby Show 
Bill Shiel, Sports 
Toast Of The Towt) 
I'crry Goiiiu 
Arthur Godfrey- 
Make Room For Daddv 
Meet Millie 

Cot .A Sci-ret 
What's M\ Line 




ROCKFORD - ILLINOIS 



NETWORK APFILIATIONS 



REPRESENTED BY 



• ABC 



H.R TELEVISION, INC. 



2.000 iii(li\ idiinl stores. 

WolfT. ineidentallv, told si'O.vsoit 
there has been a marked inrrease in 
the u<e of radio and t\ b\ food ehaiii> 
dnring the past three \ears. *"Fverv 
chain that < an afford it wants to sjjon- 
sor it> own radio nr television show 
these da\s. 'l"he\ have rciognized the 
pre^tifie and eon>unier identifieation 
for the ^tore name thai iiir spon-^or- 
>hip l)rin{;s, and are tending more and 
more to tlie use ()f tile air media."' 

Hotel Bars own salesmen and spe- 
cial merchandising men handle poster 
di^tiibution. dealer mailings and other 
merclinndising details for the firm. 
The conij)aii\" is i\ firm believer in 
mei( handising its products — and its 
advertising policie: — to both the dis- 
tributors and retail dealers. 

'■Retail dealers have told me the\ "re 
(juite surprised at the amount of air 
advertising Hotel Har uses."" sa\ s Clia- 
lek. "'Thej sa\ it s (juite unusual for 
a butter and margarine firm — or any 
low-profit margin food rompanx. for 
that matter, to use radio or television." 

Hotel Har gros-cv about 1 ' a 
pound profit on the butter it selK. 
about the same on margarine. Accord- 
ing to Fred Lowenfels. president of the 
firm and son of Albert Lowenfels. 
he nmst sell 130.000 lbs. of butter and 
margarine a week to pa\ for the cur- 
lent radio schedule. 

Today 300 distributors handle Ho- 
tel Bar Foods in the following areas: 
Metroj)olitan New York. New Jersey. 
Connecticut (as far up as Bridgeport) 
and Pennsylvania (areas touching New- 
York). About Oo*^ of its distribution 
is in independent groceries: 2.i'T. su- 
per markets: 10'^, restaurants. 

Ill addition to the usual run of 
counter cards and merchandising dis- 
pla\ material, the companv stimulates 
distributor interest by <uch devices as 
.in annual 'Miss Hotel Bar Butter"" 
contest (distributors pick the winner I : 
spc< ial rej)orts on consumer surxeys in 
the dairx iiidustrv. It keeps dealers 
informed of new advertising develop- 
ments, has mailed out a list of its cur- 
rent weekK radio schedule to all dis- 
tributors ( see cut page 16 I. 

Also (liitH ted nt dealers and store 
iiimiagers are >;ucli merclumdising tie- 
iiis as a gift catalog listing items from 
cameras and table lamj)s to golf clubs. 
T liesc items can be had free in ex- 
change for ^pe<-ified number^ of < <>U- 



poii^ from package^ of Hotel Bar Hut* 
ter. 

1 he firm offers premium gifts t« 
coiisuiners of various kinds on everv 
package of its butter and margarine. 
'1 lie-e gifts range from silver-plated 
l>utter dishes for $2 to sets of cutlerv 
at oOc a set (tyj)ical set consists of 
four teaspoons or three cocktail sj)oons 
or two serving spoons). The couh 
pain "s current i»utter package premium 
is a box of personalized stat.ioM.ery 
at SI. 

Actually the first j)reinium offer evei 
made b\ Hotel Bar for a butter dish 
—grew out of the firms rrusaib* 
against tub liutter. 

Traditionall) . and up through the 
start of W orld W ar 11, butter was sold 
mainly in tubs in retail stores. House- 
wives would tell their grocers to carvx* 
out a oound portioji — or half a pound., 
according to their needs. Many wom- 
en believed tub butter was farm fresh 

fresher than packaged butter, often 
asked grocers for a sample "taste"' 
before buying, to test freshness. If 
was oiilv during the war years, with 
the resulting shortages and butter ra- 
tioning, that the transition from tult 
to packaged butter l)ecame complete. 

But Albert Lowenfels began pionecj' 
ing the concept of packaged butter as 
far back as the 1930's. Lowenfels had 
joined the family business in 1907, 
some 22 vears after it was founded 
b\ hi*; father. Frederick F. Lowenfels. 

In the late 1920"s and early '30's. 
the New York butter business wa- 
lloundering. The Lowenfels family wa- 
packaging a brand known as "C.B..L," 
Albert Lowenfels felt that initials were 
too diflTicult for the buying public to 
master, decided to change the name to 
"Hotel Bar"' and simultaneously got 
out a new kind of pa<kage with cello- 
phane windows. 

As soon as the new brand had been 
introduced he looked around for H 
premium offer to stimulate sales. Ih- 
hit on the idea of a (juarter-pound 
butter dish, to tie in with the product 
;:ii(l eiictmrage sales of the packaged 
butter. 

\ < aiivas of leading china and gla^- 
ware manufacturers revealed there just 
weren l am (|uarter-pound dishes for 
butter in existence. So Lowenfels had 
a disji made up espec ially for his coiii- 
pain. offered It a^ a premium for loi . 
To further strengthen the packaged- 
butter concept, he printed booklets e\- 
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WAVE 



you lioii't buy the cow — 



rOU BUY THE CREAM! 



I 



Only one radio station in Kentucky gives you exactly what you 
want in this State, and at the right price. 

MORE THAN LOUISVILLE — LESS THAN KENTUCKY! 
wave's 50% BMB daytime area gives the Louisville Trading Area 
no more, no less. This Area accounts for •i2.')^c of 
Kentucky's total Effective Buying Income. 

COMPLETE PROGRAMMING— HIGH LISTENERSHIP. 
WAVE is the only NBC Station in or near Louisville. Our local 
programming is big-time stuff, too. We don't ask our 
audience to listen to one or two voices for endless hours. 
Our radio staff includes 62 people, 44 of whom do on-the-air 
work rather than management, sales, etc. 

Don't buy the cow. Buy the cream — concentrated, unwatered, 
and nourishing! NBC Spot Sales has the figures. 

WAVE 5000 WATTS 

LOUISVILLE * NBC AFFILIATE 

NBC Spot Sales, Exclusive National Representatives 
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|il:iirnii<: tlic adx ii iita^i - of | .1 ka.cil 
()\(T tnl> liutlcr. (li-ti il>iit('<l lln in tu rr- 
l;iil -lore-. 

\ tr;itlitiniialh ln-a\ \ print a<l\<'r- 
(i-cr. I Intel l{ar liiittor lia- ii-<'<l radio 
-|)<)raili( all\ -iii<e I'^'W. wlini it ^p<>ii- 
snri'<l Mary Murgarcl Mrllriilf 1 011 
W KAKi. Otiii'r program- lta\c iticliid 
rd tlic 7Vx and Jinx Show i 1 and 
a nuiulier of ik'nn -< a-l'> aiid d.j. But 
llio hulk of its hiid-rel lias gone into 
iiewspapf r a<l\ I'rli-iii}' iinlil llii- >ear. 

Hotel Bar'> cliief ( oiiipelilors in the 
salt butler line are June l)air\ and 
Breakstone. June l)air\ is now spon- 
soring a portion of the 7Vv and Jinx 
Show on W'MiC. None of its other 
competitor? are u>-in<: radio on a 
iiifi< aiil H ale al this time. sa\s howeii- 
fels. 

There are o\er a dozen hig mar- 
■:arine hrand> in the New ^'ork mar- 
ket. Afcordiiig tu the Journal Ameri- 
can c-onsumer snrve\ last \ ear Parkay 
wa- \o. One; Nucoa. two: Blue Bon- 
net, three: Delricli, four; Happ\ Bo\. 
five; Good Luck, six: Alisweet. seven: 
Dnrkee, eight. 

Butter i> made in cooperative 
( reaiiieries in Minnesota and Wiscon- 
sin and other dair\ states. It is then 
shipped to johhers around the coun- 
tr\. like Hotel Bar. Hotel Bar test? 
each hatch of hutter re<efved b\ tncu- 
hating a sample in 90° heat for U» 
hours to determine keeping qualit\. 
\fter a sample lia« been tested -u( - 
cessfulK, the hatch is run tlirougii a 
machine which niohU the hutter into 
quarter-pound bars or patties (for res- 
taurants ». The four butter bar ina- 
( iiines at the Hotel Bar firm process 
n\er 2.(M)() pound- ah hour. * * * 



NETWORK RADIO 

( (.ontiriiird from fHifCi' l-i I 

tr- |in\ radio locall) and ina\l)C 
-utiu- network pnigraming will be -uld 
< entialK similar U) .-uppleniciit*.' 

While there lias been a great deal 
i)f talk beliin(l-the->ceiics about tbi- 
kind of operation, the networks are 
not SI) sure it would be an impro\e- 
ment and some exe<uti\es (juestion 
whether it is actualb a more efli< icnt 
wa\ of running a network operation. 

One of the top figur<'s in the radio 
network field carefulK analyzed the 
situation for si>ONSOK. What he had 
to sa\, and he .-ounded as if heM had 
plcnt\ of practice, added ujj to a de- 
fense of classical network radio opera- 
tion on e<()nomic grounds. 

He said: ''Let's see what liaijpens 
now. Out of ever) SI 00 spent h\ ad- 
vertisers on radio network shows, LSS 
goes to the agenc\ . That lea\es .SH5 
to be divided betweeii network and 
affiliate. We'll sjilit it e\eiily, for pur- 
poses of simplicity. Lets sa\ the net- 
work gets S42..50 and the staticm get- 
S42..S0. 

"Now what does the network do 
with this S42.50'.'' It pa\? for the 
programing, of course. It also pa\ s 
for selling and promoting the pro- 
graming. It pa)s for sustainers. It 
pa\s for legal, accounting, scheduling 
and traffic functions, all of which 
benefit the stations^ It pays for all 
o\erhead. Then there are such matters 
as research, engineering, staff orches- 
tras, literary clearance, script reading, 
lihrarj. cop\ right, tickets for studio 
audiences and loo man\ other things 
to mention. 

"If we sold our programing to the 
stations. tlie\ wouldn't get the S42..S0 
we turn <)\er to them when we sell a 
program. .\s for the $12.30 we get for 



all oUr e\j)ense- — we w<juld still lia\e 
to get that from the stations because 
our e\pen-es under the new operation 
wouldn t be reduced much. We would, 
not lia\e to -ell to ad\ertisers an\ 
more, so selling and sales promotion 
• osts would be (jut. And accounting 
( osts might come down r){Y'( . Buf 
lhat s onK a -mall part of the tola! 
lost picture. 

■■'I hen. there's another matter. Some 
programs are owned b\ sponsors or 
agencie-. 1 he\ don t cost the network 
anything now but the time they repre- 
sent would ha\c to be programed. 
Let s sa\ these programs co:-t onh 
.8300 a (juarter hour. There may be 
uj) to 30 commercial hours of these 
programs on one of the net\sorks. That 
represents a co-t of S5.2 million a 
year a c()st that would have to be 
borne by the '-tations. 

■'.^o getting ba< k to that SI 00 1 wa- 
talking about before; the stations 
would ha\e to ante up .S42..50; and 
they would lose the $42. .50 the\ get 
now. Then there's the $.5.2 million I 
just mentioned, which might repre- 
sent, say, $25, or a total cost of SI 10. 

"Of course the ?tations will sell 
much of this programing lo<-all\. But 
will tlie\ get all the inonev back lhe\ 
spent for programing? 1 doubt it.' 
The fact is. the present network setup 
is quite efficient and economical; It 
is efficient because an ad\ertiser can 
order 200 to 500 stations through one 
office and it is economical because our 
medium. electricit\. has not gone u|» 
in price while ink and paper ha\e." 

Tht-arn :t: The telerision soundtrack 
or simulcast theory was not regarded 
as a topic of current discussion. It was 
felt that while this approach represent- 
ed an ingenious by-product use of tele- 
vision it was not on the horizon for 
radio networks in any substantial form. 

It s agreed that some television pro- 
graming will play well by ear alone. 
Jack Gould, in one of bis last Sunda\ 
columns for The W/r )'ork Times he- 
fore he l>e< ame an information exe<'u- 
ti\e at CBS. Iiu\. reported he had 
found that straight fni pickups oT 
audio from tele\ ision ?hows made godd 



HANDWRITiNG ANALYST 

Udlitre u'onnin, radio and Tl' experience, 
aiailahle tor loic-btidpet program to en- 
courage listener response. Adaptable 
cither to radio or Tl . Program appeals 
to men and women : all types, all ages. 
Box 96 — SPONSOR, 40 E. 49th St. 




JOHN E. PEARSON TV Inc. TEXAS 
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ONLY A COMBINATION OF STATIONS 
CAN COVER GEORGIA'S MAJOR MARKETS 



GEORGIA 




The TRIO offers advertisers at one low cost: 

• Concentrated Coverage 

• Merchandising Assistance 

• Listener Loyalty Built By Local Programming 

• Dealer Loyalties 

IN 3 MAJOR MARKETS 



represented individually and as a group by 

THE KATZ AGENCY, INC. 

NEW YORK CHICAGO • DETROIT • ATLANTA • DALLAS * KANSAS CITY • LOS ANGELES • SAN FRANCISCO 
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li-<l(Miiiif.'. But llie focus loda) is on 
coiiliiiuiiig revision of iielwork pro- 
jiraiiiing in ihe music, news Jind eas)- 
li!-lenin<r direction. 

riie enipliasis on strips for tuninj; 
nieniorahilil\ , on network-type disk 
jockey "^liows willi name j;ue>-ts seeins 
to he tlie pattern althouf:li mention of 
nm>-ic and news should not obscure the 
fact that the networks continue to op- 
erate in the drama, ni\stery and audi- 
ence participation fields. 

T/ic t-Mii.vfii.vii.v: Xelwork executives 
agree that changes are shaping up for 
network radio. But they aren't ready 
to concede that an\ drastic shakeup in 
today's pattern is ready to emerge. 
Here's the wa> one of SPONSOk's 
sonrces expressed it: 

"I'm not saving that network radio 
won t change. Maybe the AP situation 
which I've argued against in my ob- 
servations to you about its high cost 
will come about gradually. It cer- 
tainly couldn't be imposed all at once. 
Whatever changes come, and I'm not 
sure what they will be, will ha\e to 
evobe slowl\ and represent eeonomie 
realities." 

Said another key network ofiicial: 
"If \ou did away with network lines, 
what would you do about national 
news programs? They would be out 
of the question and they are an im- 
portant part of network programing 
now. They draw good ratings, attract 
sponsors and bring in quite a bit of in- 
come to stations. And what about na- 
tional emergencies? How could the 
countr\ be alerted b\ radio if there 
were no radio lines? There was a 
surve) recentl) ( the one sponsored by 
Henry 1. Christal stations) that pointed 
up the fact that the first thing the av- 
erage person would do in the event of 
a national emergency would be to tune 
ill the radio. And what about special 
events and Presidential speeches?"' 

^vtivurh salvnt'xnu: The networks 
are putting their strongest efforts, be- 
hind attracting new clients as the sal- 
vation to their e<"ononiic woes rather 
than entering into a new form of op- 
eration. 

At XBC, for example, one of the ad- 
\evti?ers totally new to network radio 
which have been attracted is \ntrilite, 
a line of \ itamin and mineral products. 

\nlrilite lias gone all out to whoop 
up its distributors over its purchase 
of I)enni> l)av on XBC Radio. Meet- 
ings and uiailiugs pla\ n|i the show 



and radio, lis promotion stresses the 
values of radio in order to help estab- 
lish the show as a \eliicle which can 
be merchandised to the drug trade. 
The company feels it has something ex- 
citing to talk about in its show, stresses 
that it is coast-to-coast and on in Ha- 
waii too; it even has a brochure filled 
with statistics on radio its set satura- 
tion strength and high total audience. 

Clients like these which can benefit 
from the association with national net- 
working are being sought for and sold. 

At Mutual, where gross billings have 
been on the increase since 19.52, prog- 
ress in attracting and holding business 
has been encouraging. But of course 
Mutual's situation differs from that of 
the other three networks in that its 
"grass roots" affiliates tend to be least 
affected b\ tele\ ision. 

Kach of the networks can point |# 
new clients: 

Cat's Paw Rubber. Merit Greeting 
Card, Muslerole and Aero-Ma\ flower 
Transit on ABC. 

Ex(|uisite Form. Calgon. Tastie Diet. 
Quality Goods Mfg. and Kraft on CBS. 

Florida Citrus Commission. Barba- 
sol. Lemon Product^; Advisory Board 
on MBS. 

In addition to Nutrilite, Toni. Gil- 
lette, Mars, Murine. Armour, Croslev 
and Prudential go on XBC. 

Though these are signs of progress, 
affiliates are watching the network pic- 
ture with concern. There was a time 
when income from network sales paid 
an important part of the month's ex- 
penses for affiliates. In some cases this 
is now down to a couple of days' ex- 
penses supported by the network. Some 
are asking: If I'm getting nearly all my 
income from local and national spot 
business, why can't I get all of it from 
these sources? 

Actually Mutual, with its strong ros- 
ier of co-op shows, already operates on 
a practical "AP'' basis. 

The idea of a station selling a Tiet* 
work show loi'ally is not new. It's been 
done, as a matter of fact, since 193| 
when Mntnal's Fulton J. Lewis became 
the first co-op radio show. However, 
since lliat time MBS has expanded ils 
co-op lineup so that it now has more 
than two dozen. 

Mulnal's thinking on the co-op shov 
trend is illustrated by the swap in- 
\olved in ihe Multi-Message Plan, ll 
works this way: The network ga\e ils 
affiliales the programing on the 8:30 
lo 9:00 p.m. strip. .Mondav through 
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Friday. In return for five co-op shows, 
the network keeps all the revenue from 
MMP participations sold during the 
preceding half hour. Because of this, 
the price for participations is very at- 
tractive to sponsors. 

The entire hour is programed as a 
mystery block. While the 10 shows in- 
volved are not exactly a strip, they are 
close enough to it to he described as 
in line with the trend toward nighttime 
strips on network radio* 

Mutual tried to enlarge this MMP 
swap in a broad way recently. Its new 
plan would have reduced network op- 
tion time from nine to five hours a day. 
During these five daily hours the net- 
work would keep all revenue from the 
sale of time. In return, the network 
would give 14 hours a week to the sta- 
tions to sell as co-op shows. 

The stations wouldn't go for it. 
While some stations would have done 
better than they had been doing under 
the present setup there were enough 
who felt they might end up worse to 
kill the plan. 

Mutual feels that some form of co- 
op is destined to be an important part 
af the future network pattern* if not 
for others at least for itself. The sus- 
tainer is regarded as an economic 
waste. If the time can't be sold, the 
network says, give the stations a crack 
at it. This philosophy applies not only 
to programs but parts of programs. 
Parts of MBS' new Madeleine Carroll 
show, its first spot carrier during week- 
day mornings, will be turned over to 
the stations if the network can't sell all 
of it. For this purpose the originallv 
planned three announcements will be 
expanded to five. 

This share- with -the -station policy 
could work in many ways. For exam- 
ple, if the network carried a one-time 
sports event it might give the stations 
the show co-op but keep five minutes 
before and after for itself. 

The growing number of sustaining 
tfetwork hours at night have led a 
group of powerful am afFdiates, calling 
themselves the Quality Radio Group, to 
get together for the purpose of selling 
some of these periods. While it has 
[been noted that Mutual started off with 
"the name "Quality" and, like QRG, did 
jUot have, when it started, option time, 
jthere is little belief that QRG will de- 
velop into anything more than what it 
professes it will do: sell nighttime pe- 
riods where the netw'orks can't. * * * 



FIVE U. S. AGENCIES 

[Continued from page SI I 

name identification and demonstra- 
tion," W^arren said. "We find clients 
like television because of the visual 
impact and because «)f the dealers' 
comments. They don't like tv's cost, 
however." 

The agency uses radio on a satura- 
tion basis. In buying time Warren 
looks for the usual things: coverage, 
programing, what is opposite on the 
other stations. 

"We u^e ratings, too," AVarren said. 
''But the greatest need we have today 
is factual information on tv and radio 
aud rences. 

"Too bad there isn't a set standard 
used for all measurement of radio and 
television, with everyone using the 
same measurement. Every agenc)-, re- 
gardless of size, needs accurate mea- 
surements." 

In back of Warren's desk there are 
SRDS radio and tv rate books. And 
I noticed a number of trade magazines 
(including SPOASOr) on the shelves of 
a bookcase. I asked if he did most of 
the time buying or if there was a me- 
dia department. 

"No, we don't have any real media 
director," he said. "Our three account 
executives — Bob Showacre, Bob Coons 
and Ralph Shotwell — are each a jack 
of all trades. They work by them- 
selves and together in selecting me- 
dia for an account. 

"They actually supervise a lot of ra- 
dio and tv production, too," Warren 
said. "An account executive in an 
agency of our size does a lot more ra- 
dio and tv work than a J. Walter 
Thompson account executi\e." 

The account executives discuss ra- 
dio and tv plans with George Carrol, 
radio and tv production man. W^arren 
said. In the case of tv, they also bring 
in John Geraghty, the art director. 

"I think we're rather unique in at 
least one respect for an agency of our 
size,'' \X arren said. "W e write our 
own radio and tv jingles and singing 
commercials." 

I told him I thought the Hollywood 
and Xew ^'ork jingle producers had lo- 
cal rates so that even a small adver- 
tiser could use their serAiees. 

"That's true," he said. "But even 
the local rate is too high for most of 
our clients. That's why our tv per- 
sonnel really have to be versatile."' 

"\^ hat kind of people do you look 




^ get a specialist 

When a doctor really 
cares — he calls in a 
SPECIALIST. 

When an agency really 
cares — they call in a 
SPECIALIST. 

We are SPECIALISTS 
on TV and radio musi- 
cal commercials. 
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000 Sunset Blvd., 
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Hollywood 28, Calif. 
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See Your KTVH 
Sales Representative Today! 



Channel , 
12 ' 



KTVH 

HUTCHINSON - WICHITA 



VHF 
ll IdOOOO 
WAITS 



CBS BASIC -DU MONT -ABC 
REPRESENTED BY H-R TELEVISION, INC. 

COVERS CENTRAL KANSAS 
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IMITATION 
"IMITATION is the 
IMITATION 



m of flattery 



SPONSOR is the most imitated 
trade magazine covering tlie 
advertising field today! 



SPONSOR 



the magazine radio and TV advertisers use 






It's an old 

Southern Custom 

to listen to 



For 31 years, WAIC has offered an unmatched 
combination . . . the best of NBC programs, plus 
such outstanding local personalities as, 



GENE STEELE. King of the Hillbillies. . . 
outstanding early morning favorite for the past 
15 years . . . more than 3,300 programs 
for the same sponsor. 

WALTER DURHAM, WMG's Farm Director. 
Farm Editor of The Commercial Appeal 
. . . Director of nationally-famous Plant-to- 
Prosper Program. Holder of the Reuben 
Brigham award. His morning and noon 
programs are farm favorites, 

SLIM RHODES, and his Mountaineers . . . 
8 consecutive years for the same sponsor. 
This si.\-piece hillbilly band is a WMC 
noontime favorite. 

CHARLEY DIAL, rates high with early risers 
and the Mid-South rural audience . . . 
unique western and pop music by this former 
star of famed Kansas City Brush Creek 
Follies. 

OLIVIA BROWNE, conducts the Mid-South's 
top women's show in the early afternoon 
(Pulse, June, 1954), Features interviews with 
national personalities. 





The only station in the Mid-South \sith both 
AP and UP news senices. 

The only station in the Mid-South with two 
experienced, full-time news writers. 



WMC 



WMCF 



MEMPHIS 

NBC— 5.000 WATTS— 790 K. C. 



300 KW Simultaneously Duplicating AM Schedule 
First TV Station in Memphis and the Mid-South 

Owned and Operated by The Commercial Appeal 
National representatives, The Branham Company 



for?" 1 asked. From Warren s answer 
1 got the feeling a radio-tv man at the 
agency had to lie a cross between a 
(jne-arnied paperhanger and a one-n'iart 
band, lie said : 

"We look for someone who bas af! 
understanding of music and music ar^ 
raiigenienl. who can prepare jingles 
and write < opj,, who has a good scn>c 
of merchandi-iiig and good drainal* 

ICS. 

The agency has grown because of 
television. W arren said. It's added ra- 
dio and Iv men to the stafT. And it 
was hiring a new radio-lv writer when 
1 was there. 

Warren is of medium height, a little 
on the stocky side. He is vigorous, en- 
thusiastic, snules a lot. He belongs to 
many local service clubs, golf clubs, 
community welfare boards, works with 
the Girl Scouts. 

"1 believe it's important thai agenc\ 
people lake an active interest in their 
communities.' be said. "They should 
be known and respected." Warren's 
well enough known to have been elect- 
ed a Republican .'^tate Senator several 
times. And a few da\fc after I saw 
liini he was elected a national director 
of the Lions International at its nation- 
al convention in New York. 

How did Warren come to go into 
the agency business? 

"1 studied architecture in school.* 
he told me. "When I got out 1 fjal- 
lowed engineering for a while. Then 1 
started doing some art work — layout 
for ads and all thai. It was onlv a 
step from there to going into agency 
work." 

1 asked Warren how l)ig an accounl 
bas to be before he'd take it. 

"We"ve often said that we wouldn't 
go out and paint a wlieelbarrow hut 
if it's brought to us we will. 

''In other words, we won't turn 
down business because we have to 
have a vwlunie of business in order to 
build an organization large enough to 
hire talent to service their accounts. 

■"The large shop ads more as an 
agencv hiring talent and art, 

"The agenc\ in a small connnuliil) 
finds there is little outside source of 
talent and consequently must inajn- 
lain It!? own StafT." 

For the past seven \ears Warren 
has been national director of the Af- 
filiated Advertising Agencies Network, 
an organization made up of agencie> 
located in 4.2 major < ities. 

Hasicalh an agenc\ network a 
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cooperative organization which helps 
local agencies oonip(He with largcM- na- 
tional agencies. 

The AAAN, estahlished in 193P., is 
one of seven agency networks. The 
oldest — First Advertising Agency 
Group — was estahlished in 1928 and 
the youngest — National Federation of 
Advertising Agencies — was estah- 
lished in 1950. 

Warren got up from his chair, 
walked over to the map showing the 
the AAAN member agencies. "I want 
to tell you about this agency network," 
he said. "But first I want you to see 
this agency and to see how we handle 
an account." 

He took me across the hall to an- 
other office, about the same size as his 
but minus tke view. 

The ttroivihie aecotntt: "Meet Bob 
Coons," he said. "One of our account 
executives. He'll tell you about one of 
his accounts and show you the agency, 
ril meet you for lunch at noon. . . 

Coons, young, medium height, slen- 
ller, worked for Campbell-Ewald at 
one time, then handled publicity for a 
play when it was on the road. He 
met Warren when he came through 
Spokane, so impressed him that War- 
ren asked Coons if he'd like to stay. 
That was five years ago. 

"You'll get an idea of how we han- 
dle an account by looking at what we 
do for Brownie Baking," Coons said. 

"What we do for Brownie — and all 
our other accounts — would be hard to 
do on a national basis. Maybe impos- 
sible." 

He pulled out a fat loose leaf note- 
book. "This is the Brownie account 
book," he said. "Every account has 
one. Everything we need to know 
about an account is in a book like this. 

"It contains a rumiing account of 
how much the client has spent for ad- 
vertising to date. And how much is 
left in his budget. 

"If something should happen to one 
of the account executives, life would 
still go on because the complete his- 
tory of every account is in one of these 
books — in detail. Look. , . ." 

He opened up the Brownie book. 
^ The first few pages were memos. 

I "I wrote these memos to myself. \^Tien 
I visit the account 1 make a lot of 
Inotes. But they're never destroyed. 
They're all here." 

Coons pointed to a big map of the 




is mighty big in tlie norfolk market 

Neilsen circulation shows that WTAR 
reaches more than twice as many homes 
as the second station, more than the next 
two combined. Pulse shows WTAR first in 
average audience morning, afternoon and 
night. You'll get ''the lion's share" of re- 
sults in America's 25th market when you 
put your sales message where it reaches 
the audience. 

CBS Radio 
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NORFOLK 



REPBESENTEO BY EOWAflO PETRY a CO. rNC 
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■^jiokaiK' iiiid Miriouiidin^ ;ir<M 
known .I- Inlnnd l.nipiic. 

1 lii^ nui]) -l)()\s>^ I'll ()\\ nies di^lii- 
l)nli(iii area. ' lie cxijlaincd. "It ^ di- 
\ idi'd into 10 Ici rilcji io. |j1u- S|)<)kanc. 

licicV wlific llic inlcroliii^ |»arl 
conii's in. . . . 

lie |)iiinlfd to J row of fijiiirc*; at 
llu* toj> of llif map. 

"Tlii^ >ln(v\-- llic ]»o|Julaiion in eai li 
lfiiilor\. liio percentage of the 

tola! po|iulali(jn in ca* li Icn iloi N. 

"llicH \M' li»t llie l5io\\nic sales in 
(Mill li-iiilorx and llic jteiccnlajje of 
total sali'^ thai liic\ amount to. 



■"I'lom tlii>- we fifiuie out the per 
<'a]»ita sales of llrowiiie cookies and 
then we fijinrc out the per <"apita ad* 
\(Mti^infr < o^t in the t(Mritor\. We use 
< o\era^e fij^nres fur radio and t\ and 
\M(^ fijiure^ for newspapers. 

"In a certain torrilorj jier ( ajjita 
sale- nii{:lil Lie 71c. Ad\ertising t dsL 
inijilit he ."ic jier capita. 

■■'I he next tei iilory nui\ show -ome- 
thinjr eiiliieK difTeteni. Majhe per 
ca|)ita sales of .i.'ic hut an achertisiii'r 
co-l of \U-. 

■■C()ni|)arin<r tlie-e two lerritorie-, 
we can see that sonietliin": is wronj; 



KMAC-KLBS 

reach more people than 
live in 



Chicago 
Boston 



• Detroit 

• Seattle 



* Philadelphia * St. LouSs 

* Los Angeles or Cleveland 





HOWMO W. DAVIS, Owntr 



SAN ANTONIO, TEXAS 

5000 WATTS 

ON 630 




HOWMO W. DAVIS. Prn.^ 
CLINN DOUGLAS. Msr. 

HOUSTON, TEXAS 

5000 WATTS 

ON 610 



4,135,752 people in the 0.5 MM contour 



The Biggest Buy in the Biggest State! 




Ask the Walker Representation Co., inc. 



in the second one. IVrhaj>s the sales- 
man isn t doinjr as good a job as lip 
should. \la\j)c the leading stores (Ioh'l 
stock Brownie cookies. Whatever the 
reason we have to find (jut and correct 
it." 

I he account hook ^huws sales 
in each lerritor) on a \ear to )ear 
hasis since Warren jiol the account "in 
V)VJ. The first \ear Warren had the 
account Hrownies annual sales was 
al.out S250.{KK». Last \ear it was $1.25 
million. 

Katlio jiot about 20' i of the hudjiej 
at the >tart. hut thi>- ha* been increa-ed 
until loda\ radio and t\ get .30' r. 

"What— \our o|jinion of ra<lio awl. 
t\ toda\ ? I asked Coons. 

"Kadio tears itself down with fli- 
intra-niural c(jni|jetiti(jn. It would b^ 
a lot better for the industrv if ratiio 
wa^ promoted rather than radio sur- 
\e)s for one particular stati(jn. E\er\ 
station tries to show how wonderful it 
is. bow |joor the other stations arc. 
The station doesn t show wh\ it's bet- 
ter than the loc-al newspa|)er or the lo- 
cal bus cards or billboards. . . . 

. . Radio salesmen — man\ of them 
— are weak. The stations don't train 
them. There s too much turnover. . , 

". . - The salesmen: come into a 
store and tr\ to sell the owner on a 
miracle. The\ promise the impossible. 
If the man bujs radio, he's disajjpoinl- 
ed. But he doesn t l>lame the salesnian.- 
\\ho by that time probably has left the 
station anyhow, fie blames radio. . . . 

". . . We ha\e to use transcribed 
commercials much of the time. Too 
often an announcer's deli\er\ is poors 
Pocjr deli\er\ is like poor newspaper 
reproduction. If a newspaper ad conies 
out a hi" blob of black ink we L'Ct a 
re-run because of the poor production, 
'Produ< tion' in radio is just as impor- 
tant as productiou in a newspaper 
ad. . . ." 

What about tv? 

" Here again, we disagree with the 
t\pi<al t\ -alesinaii. Tv hasn't been 
sold with the proper emphasis of what 
it can doi 

"T\ get> more comment in (]ui<ker 
time than radio and newspaper* — hut 
it's not a miracle medium when ft - 
adxertising a |)r()ducl which has becji 
-old ()\er a period of \ears. . . . 

"If il sounds as if l in kicking radio 
and t\." ("(ions went on. "I am. in a 
wa\i But w'e use the media. We get 
damn good result- from them. But the 
rea-on we (lt» get goud results is be- 
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The matfuzine radio and tv advertisers use 

SPONSOR builds on a solid basis. Our policy: turn out useful issues and the 
advertising will follow. This common-sense approach to tv and radio trade 
paper publishing has appealed to station advertisers increasingly since 
our first issue in November 1946. Our promise for 1954: new, improved 
use departments, more use articles for buyers of radio and television. 
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KANSANS 
CHOICE 
for TOP SPORTS 
COVERAGE . . . 

Once again its Max Falken- 
stien — Kansas' favorite 
sportscaster — calling the 
plays on KANSAS UNIVER- 
SITY FOOTBALL. Veteran of 
10 years on the Big Seven 
grid scene, Max enjoys a fol- 
lowing unrivaled in the state. 
You can't buy the games 
(they're sold as usual) but 
we've some good tie-in shows 
for sports-minded national 
advertisers. 



5000 WATTS 
ABC • TOPEKA, KANS. 

WREN 

Weed & Company 



( ju>e we know how to use them. If the 
radio and t\ i^alesiiien would spend 
fi\e minutes figuring out a clientV 
lirohleni!! he could do a fairly de<"eiit 
joh of selling radio and t\. , , ," 

W arren came into the ofi'Kc. "Huii- 
gr\ ?" he a>.ked. "We'll pic k up Hob 
■^howacre and art director John Ger- 



aght\ . 



T/if :SA^: The Spokane Club, an im- 
posing red brick building in a Colo- 
nial st)le of architecture, is se\eral 
blocks from Warren's office. A? we 
walked toward it 1 got some more of 
the agencyV point of view on selling 
over the air. 

"The small advertiser is faced with 
the problem of competing with the 
largest national ad\erti>ers on televi- 
sion," said Warren. 

Hob Showacre interrupted. "There's 
always the direct comparison of the 
local advertiser's announcements with 
those of the network.'" he said. "This 
means that an agency like ours has to 
use all the creative ingenuit) and crea. 
tive intelligence that it can muster to 
think of ways and means to produce t\ 
spots of quality at a cost the small ad- 
vertiser can afford." 

0\ er lunch and after we returned to 
the office Warren told me more about 
the operation of an agency network. 

"The biggest single advantage of the 
SAN.'' said Warren, "is that you can 
get research information at the grass 
roots level all across the country. 

He said that when the 3A\ was first 
started it was thought of as a group of 
very small agencies. "liut the benefits 
are so great." Warren said, "'that big 
agencies are interested, too." 

There's one 3A\ agency in each 
market area. The network functions 
just as if all members were one na- 
tional agency operating in a number 
of cities. 

"Each mendier is completely advised 
of every other member's experience, 
clients, equipment and staff, ' Warren 
said. 'Therefore, it's easy for one 
member to pick another one w ho is 
most suited for a specific project. 
"Correspondence — direct and mail 
is the ke\ to successful operation. 
An average of 10 or 12 letters are ex- 
changed among members on e\ ery bus- 
iness da\. Kach member is required 
to contribute to the 3AX nionlhh pub- 
lican twice Nearly. And then there's 
both an annual regional meeting and 
national meeting which draws nearh 



100' f atteiidance. ' 

National headc|uarters for SAN is 
Warren's agenc\. His office prints the 
association s publications and acts as 
a clearing house. 

There are four main ser\ ices avail- 
able to clients to SAN members. 

1. Research. This includes local 
market surveys. 

2. Consultation. Include> advertis- 
ing budgets, promotion ideas, package 
design. 

"Instead of onl) a few [op execu- 
tives concerned with a particular prob- 
lem." Warren says, "you can call on 
owners of 42 agencies." 

S. Pnxurement. This makes it pos- 
sible for SAx\ members to get nearly 
every ad\ertising commodity, from art 
work to testimonials, without search- 
ing for source of supply. Services in- 
clude hiring new employees, even mak- 
ing hotel reser\ alions. 

4. Super\ision. "Efficient adminis- 
tration of affairs in distant cities means 
peace-of-mind for member agencies 
and their clients," Warren says. He 
believes the most important part of 
this service is its complete reliability, 
AAAN supervision can cover media 
checking, dealer displays and coopera- 
tion, product testing, market testings 
sales meetings. 

"The fees are amazingly low," War- 
ren savs. As an example he told about 
one SAN member who sent the agen- 
cies a two-page questionnaire. The 
agency wanted a complete list of ma- 
terials used in construction by archi- 
tects, builders and others in the build- 
ing trades, Highly technical informal 
lion was sought. Vet the cost in an 
average SAN market was only S75. 
"And,' says Warren, "because the 
agencies were gelling information on 
a from-one-local-businessman-lo-anoth- 
er kind of deal in each market, you 
can bet that the comments of the re- 
spondents were a lot more candid than 
if an outside research organization 
came in to make the surveys. 

I asked \Varren why SA.\ doesn't 
s(^k big national accounts. 

He said that there still are a few de- 
tails that would ha\ e to be worked out. 
There would ha\e to be a centra! clear- 
ing bouse located someplace that would 
ha\ e o\ er-all siiper\ ision of the ac- 
count. Rut he thought it could Ixr 
done. And lie predicted that the SA^ 
members could do "an aniazingh ef- 
fective job. acquainted as they are 
with the local marketing conditions. 
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Carnation Milk, lie said, is hmikiiig 
u]) its advertising between 3AN agen- 
cy members now. 

The value of baving local agencies 
do tlie job. Warren says, is illustrated 
by Sicks Rainier Beer. Tbis brewery 
is located in Seattle, bas a Seattle 
agency (Miller & Co.). But tbe Seattle 
agency only bandies tbe suds' West- 
ern Wasbington advertising. 

Virgil Warren bas tbe Eastern Wasb- 
fngton, Nortbern Idabo and Western 
Montana advertising appropriation (i. 
e., tbe Inland Empire referred to ear- 
lier). 




"Some idea of Rainier's success in 
using two agencies can be gleaned 
from tbe fact tbat it now sells 50% 
of all tbe beer sold in Washington — 
and beer is a pretty competitive field, i 
as you know," be said. 

By tbe time we bad covered tbe SAN 
and I'd bad a cbaiu-e to talk briefly 
witb most everyone in tbe agency and 
sit in on a staff meeting, it was time 
for my plane to Denver. Next stop. 
Marshall Robertson in tbat city. * * * 



SPOT RADIO 



{Continued from page 57) j 

ihem played at point-of-sale. 

In other words, says Free & Peters, 
the musical theme can make a spot ra- , 
dio announcement as distinctive as the 
artwork or type or color make a maga- 
zine ad. There's no reason why people 
can't be whistling tbe tune to a client's 
commercial if tbe value of such a mu- ' 
sical trademark is properly exploited. 
(This idea, incidentally, is not far- 
fetched: At the Tanglewood concerts j 
this summer tbe Boston Pops Orchestra 
played a medley of popular commercial ' 
jingles in a symphonic arrangement.) [ 

The F&P presentation is typical of 
the creative selling many reps do to- 
day to promote spot radio as a me- i 
dium. Presentations like tbe Free & 
Peters pitch actually point out to spon- i 
jSors new and effective ways of using 
spot radio. It's campaign strategy, not 
disconnected statistics, that the reps 
(are selling. , 

I 

CBS Radio Spot Sales: This rep's 
entire pitch was founded upon an inti- 
nate knowledge of tbe prospective j 
client's business. In order to get tbis [ 
Knowledge, the rep invested some 
money to obtain automobile sales fig- 
;ires from Polk's Motor Vehicle Re- i 
I 
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A LOT FOR A PENNY 



The penny candy store that gave us the "grab 
bag" with a "lot for a cent" was worth an extra two- 
block walk — when we were kids. 

Growing up meant learning "quality vs. 
quantity". Maturity brought selectivity to the point of 
saying firmly, "no^ thank you" to that which fell below 
our standards. 

WPEN is proving every day that "grab-bag" 
radio buying is kid stuff, and that there is a big "thank 
you, yes!" in delivering quality to the selective adver- 
tising buyer. 

Let us tell you some of the amazing success stories 
in which WPEN — and WPEN alone — has had a hand. 



THE STATION OF PERSONALITIES 

WW I 1^ 950 

Represented Nationally by GILL-PERNA. INC, 

• New York • Chicago • Los Angeles • San Francisco 



123 




t 



ACTION in lr:iii.sl:itiiiK \(^V^\ 
i)iossiiK<' for tlio InrgL'st Si);iiiisli siH'akiiiK 
aiidicncc' iir tliu Oioiit Soutliwost. . . , 

ACTION in tot) liorfoiirnnct' and t"" 
(luction l)v a skilled staff of tmiislntors, 
•lirectors. aniioniiccrs, artois, singers 
and musicians. . . . 

A C T I 0 N in puttinK VOL'H product in 
thousands of lionies in tlio San Antonio 
area. , . . 

WE INVITE YOU TO 
ASK ABOUT OUR 

K nowfiow 

C o-operof/onl and 

On-tfie-beam 

Resu/ts 

Many national iidvyrtisors lia\c' siK-cess 
fully iuvadi'd tliis profitable niavki-t 
tlirouijli KCOR's snperli facilitios and 

SITvicf. . . . 

Sonic of tlicin are: 

PROCTER & GAMBLE 
LUCKY STRIKE 
GENERAL FOODS 
BRISTOL MYERS 
CHESTERFIELD 




SAN ANTONIO, TEXAS 

Tcxoj' f'lfii Spanish Station 

UrpiiAi tit I d 1)1/ 

Richard O'ConncH, Kot'l. .tilr. Dir. 

40 Ea:t 49th St., New York 17. N. Y. 
PLaxa S-9140 
LOS ANGELES — SAN FRANCISCO 



|><>il*, \iul Itir ( (11111(11 the i('|j worked 
(.lt)^i*l\ willi LincdIii-McK ur\ .■-a^enc\i 
KciiSDii iv ICckliiirdt. Ariii('(l with llie-e 
fi^inc^ iiiifl \sitli ill) uii(lcr>laii(liii'; (if 
llic iiiii rketiiiji |)i()l)l('iii>- i)f the acfouiil. 
("H^ Radio Spot Salo \sa~ aide to 
fji\(' a ( oiu inciii;i |)rl( li f(jv a ■-jx)! 
radio >( licdidc. 

(]HS Kadio Spot Salc^ did llii^ In 
a (■oiiij)ari>()li of Lincoln-MpiciiiN > 
tliipp inajoi niarkcl? New \ ork. Chi' 
cajio. Li)> Aiij;ele« on the basis of car 
~al('s in 1954 ajrainst I'Ji.l Those 
fijiuies were expected to teh ;T stors 
hccause \ew York, tradilionalU a dif- 
funh IJncoln-.\leicur\ market liad 
shown large sales increases f(»llowin<; 
extensi\e use of radio for Lincolii-Xler- 
eur\ in the New ^ ork area. Linc(dn- 
MerciMN had not u^ed radio exlensi\e- 
1\ ill Chieafro (jr in l-o> Anjreles dnv- 
in<i lliis same time. 

The figures coni|)aring the whole 
first (]narlei of 1954 with the same |)e- 
riod of 195.S showed the three inarkels 
ahead in sales 1)\ the fi)ll(»wing ]jer- 
eentages: New York, 50.4' * ; Chicago. 
'M.9' I : Los Angeles. 51.1'* : nation- 
all\.25.3%. 

Sherril Ta\ lor. sale.* inomolion 
manager, and John Akernian. account 
executive, felt these figures were strong 
- hut not clinching. Tlie\ showed New 
^ ork, a tough market. ha\ ing about 
the same sales increases as Lincohi- 
Mercnrs's poipulialh best market 
Los ,\ngeles. Hut lhp\ felt that tlie fig- 
ures might he able to tell an e\en bet- 
ter sloi\. It occuried to them then 
dial bu\ing pattern- in the three mar- 
kets were necessaiilj dilTerent. because 
of the earlier sj)riiig, car bu\ ing season 
ill Los Angeles, 

'"Let's compare the sale of Mercur\s 
(luring an 'on* month in these three 
areas," lhe\ decided. 

Ajnil 1954 showed the following in- 
creases over April 1953: New York. 
114.7'; : Chicago. 4B.2^{ Los Angeles. 
U.4'? . Now the |)oinl could be dri\en 
home: In New ^ oik the client had 
Used radio extensi\el\ during this pe- 
riod, whereas he had relied on news- 
|)a|)ers in Chicago and Los Angeles. 

Ha\ ing |)roved how radio had boost- 
ed Lineoln-Meiciir\ "s sales in one ma- 
jor nietr()|)()lilan market. lhe\ set out 
to c()ni|)are the co\erage of the CHS 
radio stations in the three major mar- 
kets with newspaper co\erage. 

Th('\ showed the ad\antage of radio 
with a co\erage map of the three mar- 
kets with the counties tirawri in. A 



dee|) red color blocked out the cover- 
age area of the CHS radio station in 
New ^'ork. Chicago and Los Angeles — 
WCBS. WHHM and kNX respectiveb. 
\ celluhjid ()\erla\ then showed what 
cfumtie'i iJie \arious iiew.spapers ju 
llio-e area- coxcred. 

• In metropolitan .New York. Lifi- 
( ()hi-Mercnr\ would lia\e lo bu\ 35 
(biib iiew>|)a|)crs in the iiielropolilan 
area to e\en n|>|)roach the inetr()|jolilan 
coverage of W CHS. 

• In Chicago. Lincolii-.MercurS would 
lune to bu\ 12 daily newspapers 
approach the coxerage of WBB.NL 

• 111 the Los Angeles inetropolilaii 
area. Liiicolii-\lercur\ would ba\e t<> 
bu\ 24 ne\\s|japers lo approach the 
metr()];olilaii c()\erage of KNX. 

."^aid Ta\lor: ""Hu\iiig news|japer>- 
has IxHMi the jnisl j^radice of all aulo- 
iii(»ti\e iiiaiiufaclurer-. although in 
most ca-es it is not econoniicalh feas.ii, 
ble. One CHS radio stali(jii in each of 
these markets blankets an area far lip- 
\ond the 1 ouiidaries oi these metropol- 
itan papers.'' 

Then the |jileh got down to the s|)(*- 
cifics of Liiicolii-Mercur\ *s ad\erlisin!i 
i=cliedules. The firm al the lime bought 
saturation schedules on the following 
-lali(jns for the indicated amounts of 
iiioiiP\ weekb : W CHS. New ^ ork 
.-1.593; WHHM. Chicago — S2.nOfi.' 
KNX. Los \iigeles— 8936. In all ih-*- 
markets other jlatioiis were also used. 

\\ hat do these budgets buv in terms 
of ad\erli-iiig impressions on each of 
these stations compared with what tlie\ 
could l)u\ in the leading newspaper- in 
eat b market? 

CHS Radio S|)ot Sales" answer wa* 
based upon the auto firm's habit of 
bu\iiig 1..500-Hiie ads in daib iipyv*- 
papprs. Here's what the\ found: 

In New York Lincoln - Mercur\ 
reached 10.166.920 listener? ever\ 
week o\er W CHS Ion the basis of rat« 
iiigs). W ith the same iiioiie\ the firm 
would have made 991.510 adverlisina 
iiii|)ressi()iis in the Daily ,\etvs Ion the 
basis of Starch noting against circula- 



ADVERTISING AGENCY 

IT'dnted l)\ medium si:e Miditfst 
A. .1.4. .A. .Advcrtisinp .-ipenry with larpf 
Radio mill Telcfision billing {not ( hi- 
rnpo I a Radiu and Television Station 
Contart \lan. Must hate had experiencf 
7.< Station Kep or Stntion ^We.s or Apcnn 
Radio Dci artinent. ShotJd be free to | 
trairl to contact Stations and Client ij 
Representatives. 

Write Box 906. 
SPONSOR, 40 E. 49th St. 
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RADIO STATION 

WSAZ 

HUNTINGTON; WEST VIRGINIA 
SERVING 3 STATES I 



tion). Ill other wokU, W'CIJ"^ IuhI ;i 
92r>A'/( a(h'antage ov(M' the leading 
rlail} new j*|)a])ei in llie market. 

Ill ("liicago Liiiooln-Mercui) reached 
B,()74,o00 listeners a week wilh 
W'BBM. The same iiione) \\<iuld have 
hoiight 416,340 ii(h ertisiiijj; impres- 
sions w(>ekly on llie Chicago Tribune. 
WRBM's advantage o\er the leading 
daily there came to l,839..'^'^ . 

In Los Angeles the firm got 2,911,- 
500 listeners \\eekl\ on KN\. The 
same budget would lia\ e bought 186,- 
340 ad impressions on the; Los Angeles 
Times. KNX showed up 1.126.5'^T bet- 
ter ill terms of ad impressions cleli\- 
ered from that budget. 

CBS Radio Spot Sales wound up the 
pitch by putting the radio-newspaper 
roniparisoii one other way, and then 
coming through with strong sell for the 
CBS radio stations. 

John Akerman deliv ered this presen- 
tation to the agency as well as to the 
client directly and was successful in 
pointing out that in those markets 
where heaw radio was used, the sale 



... but 1 4,000 post- 
card entries in Bob 
Trebor's recent 
Daybreaker's Jack- 
pot convinced us! 
imJT These 14.000 en- 
trants not only rep- 
resented all Roch- 
ester but also 122 
towns outside 
Rochester. 
BOB TREBOR 

Your product- mes- 
sage will get JACKPOT results on 
Rochester's result producing morn- 
ing show, Bob Trebor's Daybreakeis. 

500O WAHS 
1280 KC. 





ABC 



IN ROCHESTER, N. Y. 



Represented Nationally by 
THE BOLLING COMPANY 



of \lercurys increased almost propoi- 
tioiiatel} and that with radio the com- 
paii) could reach and sell far more 
people at less c(j.-t. 

Among the most interesting points to 
notice in this presentation is the fact 
that the rep in tlii.-> instaiue did a great 
deal of research about the client's sales 
figures and sales patterns. He had to 
be familiar with certain market pecu- 
liarities and problems in order to draw 
the correct conclusions. 

This t\pe of tailor-made presenta- 
tion is being used v\ith greater fre- 
quency for large clients today than per- 
haps fi\'e or six years ago. While it is 
neither unique nor a sudden develop- 
ment, it does provide another proof of 
the increasing trend toward creative 
and scientific selling by the spot radio 
reps. 

Eiltvartl Pt'trfi anti Co.: This is a 
presentation aimed at any advertiser 
who's interested in reaching a special- 
ized audience — farmers. 

Against a background of radio pene- 
tration within the country as a whole, 
Petry analyzes spot radio's coverage 
of the rural and farm areas. The thing 
the advertiser must remember, says the 
])resentation. is the difference in farm 
listening habits from those in cities. 
And the presentation backs this differ- 
ence up with figures. 

Farmer? spend 3SV( more time with 
radio than people in metropolitan cen- 
ters. 

"Because newspapers arrive late and 
television hardl} exists, radio is essen- 
tial to people on farms and in rural 
areas. That's why people in the coun- 
try spend more time with radio than 
those in metropolitan areas." Petrj 
points out. 

The presentation breaks down U.S. 
radio listening habits in terms of hours 
each day by the size of the community. 
Then it takes this research a step fur- 
ther to show that farmers spend more 
time with radio than with any other 
advertising medium, relying upon it 
for their new's as well as entertainment, 

Here's what was found: 

In terms of minutes that the aver- 
age American adult spends with four 
media (radio, tv, magazines, newspa- 
])ersl, this is the breakdown among 
farm, village and city residents: 

Farmers spend an average of lo9 
minutes a day listening to radio. 33 
minutes with tv. 31 minutes with news- 
papers. 26 minutes with magazines. 
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PROGRAMMING 

for the 
LOCAL INTEREST 

FOOTBALL 



COMPLETE SCHEDULE 

★ ★ ★ 

WEST VIRGINIA 
UNIVERSITY 

COMPLETE SCHEDULE 

*■ ★ -rfr 

HIGHSCHOOLGAME 
OF THE WEEK 

(7 SCHOOLS INCLUDED) 



FALL CAMPAIGN 

ON 



TO REACH THE 

COMPLETE 
LOCAL AUDIENCE 



5,000 WATTS DAY 
1,000 WATTS NIGHT 
930 KC 




TELEVISION AFFILIATE 
WSAZ-TV 
Represented by THE KATZ AGENCY 



BMI 

S li f t <• '» '» " ** 

(A Program Aid) 



prarlical 
lor the 
MiiiK* in 
aiul pic- 



Timely iiutl 
MorkiuH: Mripls 
pri!-fiilalii)ii of 
(Irani atic, loiiiir 
lorial ^a^hioll. 

The \< rv lal«->l ^oIIS hits 
a, Mfll a>. the >laiHlar<l 
faM)ril.> arc .h-Nch.pnl 
int.) pholoficiiir •.kclrlics 
whicli <aii hf n>.'<l .-iTiT- 
livcly as ooniph'le nin-ical 
vlio>»>, as proihittiou iinni- 
l.ers jii \ari.iy profiranis 
or a* s.»MU-solliiig scg- 

IllCIlts. 



iiro (hi/.iMis t>f 
wliirh voii ran 



Th.rc 

vavs in . 

ailapl the H.Ml Sk. lrhbook 
to advaiitac*'. 

A Monthly BMI TV Service 




of the 

San Francisco Bay Area's 
3,000,000 people are 
Foreign Language Speaking! 

They multiply, add, subtract and 
divide: THEY THINK! THEY BUY! 
in their own language! Sell them 
with KLOK, the station that reaches 
them all. KLOK's specialized pro- 
gramming guarantees your message 
attention-getting IMPACT! 

• SACRAMENTO 




SAN J0SI, 



FRESNO • 



KLOK 



WATTS — 1170 KC 



>4(i Jot« Studtot hsncncQ Stud'Ot 
P. O. Boi 9i7 HottI L<nl<rihim 
S^n JoM, Cdlif. S^n Fr«nciiCO, C«lif. 
R«pr«v«nt0d by John E P**rwn Co . _ 



IVoj)le ill \iHag('« si)eiid 191 minutes 
(Iail\ li-l«'iiinji lo radio, 41 ininules 
witli IV. 34 iiiinules with ne\\>|japers, 
2<i iiiiiiiilc-i with iiiajiaziiics. 

Cil\ dwellers listen to radio 139 
ininntes a (la\. walcli tv 142 minutes a 
(ln\. read n(»\\s|)apers for 36 and ma<;a- 
/incs for 21 miimlrs dails . 

Having; e-tahlislied the importance 
of radio in the ilaih whedule of farm- 
ci^., I'elry went on to analyze the eflec- 
tivcness of \arious types of radio pro- 
graming in holh rural and city areas. 
' And while farm programs are beamed 
at ihose in llie country," he presenta- 
tion adds, "thev have big metropolitan 
audiences too." 

I'etr) pro\es this premise with au- 
dience composition studies of se\eral 
' farm programs emanating from At- 
lanta. Tulsa. Dallas and Los Angeles, 
j To strengthen the [)oint that farm pro- 
graming attracts city audiences loo, 
Petry cited the 1953 WTian Study of 
i \orth Texas. Whan had found that 
five different types of farm-appeal pro- 
grams got a solid proportion of urban 
listenership as well. 

But does spot radio sell to farmers? 

Petry mentions just five major farm 
advertisers \vho derived top sales re- 
sults with radio: Reynolds Metals, a 
tractor manufacturer, Sears-Roebuck. 
Hercules Powder Co. and International 
Elevator Co. In each instance, the pres- 
entation shows the type of spot radio 
advertising these clients used and what 
results they'd pulled. 

With this presentation Petry has 
sold large schedules to a number of ad- 
vertisers who had not previously used 
?|)ot radio to reach farmers. 

SBC Spot Sales: W hat does a rep 
do when one program availability 
o|)ens up? 

\HC Spot Sales wanted to sell 
11 OXlock iXeics on WXBC. New 
York. They scouted out an advertiser 
who was already using late-night radio 
and keyed their presentation entirely 
lo him: 

Its theme: Delivering a new audi- 
ence for this pharmaceutical advertiser. 
Since the client was already using late- 
e\ening radio, the problem was to 
show how this particular program 
would gi\e him something that his ex- 
isting advertising effort did not. 

This is how Hank Sheppard, sales 
promotion manager of NBC Spot 
Sales, tat klod the job. First he point- 
ed out that the <lient was already 
familiar with the efilciency of night- 



time radio, since he had i)een u>ing il 
successfuh for some lime. 

"But . . ."' said he, getting to the 
meat of the message. "Sometimes a, 
new radio a\ailabilily crops up, offer*" 
ing e([ual or better values to an adver- 
tiser who is already reasonably satis- 
fied with what he has." 

-Xow. how could he make The ll 
O'clock Xetis more apjjealing than the 
news show the drug firm was then 
s|)onsoring? 

The presentation stressed the pres- 
tige of the show in terms of nationaf 
advertisers who had previously spon- 
sored it. The salesmanship and pres- 
tige of the show's news commentator 
also came in for a big play. Then 
came the inevitable result stories. 

At last came the specific: "Grant- 
ing the sales effectiveness of the 11 
O'clock Xetis, what, specifically, does 
sponsorship offer X Product in terms 
of audience?" 

The answer is a competitive pitch, 
nulling WXBC ratings next to the rat- 
ings of the news show the client was 
then sponsoring. Sheppard points out 
that the WNBC show reaches an audi- 
ence that the client had not touched 
before — an audience with different 
characteristics than the one lie was 
then reaching. 

Though Sheppard points to greater 
coverage by his station lhan the other 
one, a lower total cost of the show and 
cost-per-1,000, he recommends an in- 
crease in client's budget to include The 
11 O'clock Sews. Reps general!) 
avoid recommending that an adver- 
tiser drop any spot radio advertising 
even if it is not on their station. But, 
warned the XBC presentation, if it 
conies 10 a choice between the two,, 
don t forget that the client's message 
has virtually saturated the competing 
station's audience by now. 

Tliis type of presentation is among 
the most frequently used. It's used 
when a rep has an availability open 
for which lie has some established ra- 
dio advertiser in mind. Here the rq 
doesn't have to sell the medium. Tlit 
rep just sells, and sells hard, the ad- 
vantages his station and parliculai 
show or adjacencies ran offer. * * ^ 



LOUISE FLETCHER 
SELLS THE 

NEGRO 

HOUSEWIFE 
VIA 

WSOK 

NASHVILLE. TENN. 
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SPONSOR ASKS 

[Continued from page 69) 

be used in the one show iiiuhi- market 
plan for all the markets. If a sponsor 
was to buy a different show in each 
market he woukl need different com- 
mercials for each sliow. Research has 
conclusively proven that counnercials 
must be specifically designed to fit a 
particular program in order to he most 
effect i\'e. 

There is also the all-important matter 
of merchandising in connection with 
a television program. By using a syn- 
dicated film series in nmlti markets, 
the sponsor is able to gear a single 
merchandising campaign to one film 
series instead of develo))ing campaigns 
for each market as would be necessary 
if local programs were purchased. As 
a result, the cost of this important aid 
to sales is kept to a minimum when a 
syndicated film series is used. 

Therefore, the advantages of a syn- 
dicated series are two-fold. First, a 
lower price for the series and secondly, 
the higher quality of programing ob- 
tainable. 



\ 

Vicp Presiilpnt & General Manager. 



:OST, QUALITY CONTROL 

By Bud Austin 




The quick answer 
to this question 
is : because it 
makes incontro- 
vertible sense for 
m ost advertisers. 
To answer this 
quer) honestly, 
we must be thor- 
ougldy familiar 
vith the sponsor's marketing, sales and 
dvertising requirements. Many adver- 
sers with limited objectives have used 
jther types of shows on multi-market 
non-network) buys with some success, 
uch as live sports programs, news tele- 
pts. However, many major advertisers 
ave found it advisable to supplement 
leir live presentations in order to 
?ach a wider audience base and obtain 
\e greater time mobility which syndi- 
ited films provide. 
J" I Let's briefly consider the important 

■ ements which the sponsor and his 
I rency must review in making their 
H lal determination: 

■ I. Cost. It is possible for the 
w onsor with even a modest television 
' 'idget to make a multi-market pur- 



SOUTHWEST VIRGINIA'S UiXUiee/l RADIO STATION 



This is our 31st year of 
SOUND SELLING to Roanoke 
and Western Virginia 

% 26 County Coverage with a WEEKLY audience or 118,560 
families — a DAILY audisnce of 92,070 families. 

% All week long, day or night, WDBJ'S share of tuned-in 
Rcanoke audience averages 51 to 59%. Average tune-in: 
7 a.m, to 8 p.m. — 24.9%; 8 p.m. to 11 p.m. — 19.4%, 

% About 25% of Virginia's Retail Sales are made in the 
WDBJ area. 

% An affiliate of the CBS Radio Network for almost 25 years. 

May we recommend your product to our friends? 
Sources — A. C. Nielsen Co. and Pulse of Roanoke 
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Established 1924 . CBS Since 1929 
AM . 5000 WATTS . 960 KC 
FM . 41.000 WATTS . 94.9 MC 

« O AN O K E ^ V A . 

Our/If d and Operated by the TIMES'WORLD CORPORATION 
FREE & PETERS. INC., National Represeniaiives, 



are we happij 7 



SERVING 300.000 
LATIN AMERICANS!! 




* THE MIGHTY * * M I K E ' ' OF 
SAN ANTONIO 
250,000 Milliwatts 

National Time Sales — New Yort 

Harlan G. Oakes & Assoc. 
Los Angeles — San Francisco 



WANT TO SELL 
CANADA? 

One radio station 
#Qvers 40% of 
Canada!s retail 
sales 




CFRE 

TORONTO 

50,000 VJMIS, lOIO K.C. 

CFRB covers over 1/5 the homes in 
Canodo, covers the morkel areo Ihol 
occounts for 40% of the reloil soles. 
That makes CFRB your No. 1 buy in 
Canada's No. 1 morket. 

REPRESENTATIVES 
Uniitd Slolet: Adam J. Young Jr., Incorporated 
Canada: All-Canada Radio Facililiet. Limited 



( luise i)f ii s\ iidicalcd film program. 
There are a iiuiiiher of firs^t-ruii filins 
a\ ailal)le to liiiii with :?i/.al)le discounts 
on a iiudli-iiiarkei basis. He can also 
sa\e inonej on lime 1)U) iiig by con- 
Iratliii'; for it on a lo<al l)asis. and if 
iie<Ts.-;ar\ . usin-; H or C lime. Receul- 
1\, there bjis abw> been a trend toward 
(loublr exposnre in n market, at little 
or no additional cost. This |)rovides 
a liiglier raliii"; and a lower cost-per- 
1.000 per commercial minute at a 
miniimim e\|)en^e. And of course, tlie 
ad\ertiser willi an eje to inakiiip a wise 
and economical buy will gi\e serious 
consideration to buying reruns. The 
accejjtabilily of reruns has been dem- 
onstrated too many times for us to re- 
view it here. 

W hen the sponsor uses the saine 
show in a number of markets, liis film 
program costs are usually lower, bis 
merchandising aids are bought in 
greater ([uanlilies and at discounts and 
his agency charges are le^s since their 
advertising and promotional plans are 
concentrated on <me, rather than on 
main programs. 

2. Previous Experiences oj Other 
Advertisers, sponsor's 12 July is- 
?ne estimated that syndicated film 
sales would reach .?60 million this 
year — most of it in the half-hour field. 
Such di\erse ad\ertisers as Procter & 
Gamble. IMiillips Petroleum. Falstaff 
Brewing. Carter Products. Samsonite 
Luggage. Canada Dry and Bowman 
Biscnil Co. are representative of die 
wide variety of sponsors who are suc- 
cessfully using films in many markets. 
There are literally hundreds of region- 
al ad\ertisers who have expandetl into 
multi-market syndicated filni bu}s. Al- 
most e\er) issue of Si'ONSOK. and other 
trade publications, recite case histories 
chronicling their extraordinary suc- 
cesses. 

3. Quality Programing. Films 
make it |)ossible for die multi-market 
purchaser to offer $20,000 to S3.'x000 
top drawer programs that rival the 
best network .shows. 1 he purchaser has 
the added ad\antage of utilizing oiil\ 
those markets that are most imi»ortaiit 
in his marketing operation. coiise(|nent- 
Iv. be needn't sacrifice (|nalit\ when he 
limits his bii\ing. LocalK |>roduced 
|)rogranis seldom compete successfully 
^\ \\h fine film series. The \ allies in- 
liereiil in a |)restigc ])reseiilalion are 
demoiislrable a>sels in an\ ad\ erlisiiig. 

I. Mercliarulising. The sjionsor 
who l)u\^ a sNiidicated film ])ro- 
gram, which has been designed to pro- 



vide a strong merchandising sales as- 
sist, can exploit this advantage to the 
maximum by coordinating bis promo- 
tions on a multi-market basis. Because 
I'm iiioti\ated by an understandable 
prejudice, lets discuss Telefilm's Fa- 
bian of Scotland Yard as a good ex- 
ample of a film series with a sljong 
niercliaiidisiiig j>lair: 

llie nuilti-inarket purcha.-er of this 
new jirograin is provided with a made- 
to-order sales promotion package. Hob- 
ert Fabian, frequently referred to as 
"the w•orld'^ greatest detective^" will 
\'i«il the major markets for the sjion- 
sor. All advance promotion man will 
coordinate the o\er-all effort with the 
sponsor and bis agency to assure the 
most fa\ orable results. Fabian will 
meet with local civic officials, attend 
sales meetings, address local organiza- 
tions, grant press, radio and television 
iiiler\ iew s, autograph copies of his two 
best selling books in local depart- 
ment and book stores. All this will 
parallel the advertising and promotion 
generated by the sponsor and the sla- 
tioii. By the adroit use of premiums 
newspajier mats, counter displays, 
truck signs and billboards, strong 
sponsor identification with his pro- 




Same o!d story 
in Rochester , . . 

WHEC WAY 
OUT AHEAD! 

Consistent audience rating- 
leader since 1943. 

WHEC 
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ROCHESTER, N.Y. 
5,000 WATTS 

^•pr«Mii*atnf»t ... ** | 
IVIIITT.McKtNNIT. lac, N*w Tark. OMmt*' 
IH K O'COMNIU CO-Im Af.t«lt«. San »»««fi»« 
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gram is established. Thus the !-tai' of 
the program Iiterall\ hccomes a sales- 
man for the sponsor. 

While it is possible to biiikl a effec- 
tive merchandising campaign on a lo- 
cal level, its effectiveness is greatly in- 
creased when put into operation on a 
regional level. 

Because of the limitations of space, 
we have examined those elements 
which have a general application. Spe- 
cific recommendations can be made 
only when the film distributor has 
familiarized himself with the sponsor's 
television requirements. 

MERCHANDISING TIE-INS 

By William D^Arcy Cayton 

President, Cayton Advertising 

As president of 
Cayton, Inc., ad- 
vertising agency, 
and also presi- 
dent of The Big 
Fights, Inc. (new 
name for Great- 
est Fights, Inc.) . 
syndicator of tele- 
vision fight film 
programs, I am in the unusual position 
I of being on both sides of the fence at 
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WHBF 

ROCK ISLAND, ILL. 
CBS FOR THE QUAD-CITIES 

h favored by location 
in a 4-city metropol- 
itan area, surrounded 
by 10 of the most pro- 
ductive rural counties 
in the nation. 
In both radio and tv 
WHBF Is the Quad- 
Cltles favorite. 

les johnson, V.P. and Cen, Mgr. 
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WHBF;: 

TEIC6 BUILDING, ROCK ISLAND, ILLINOIS 
Represented by Avery-Knodel, Inc. 



the same time. 

Accordingly, we sell our The W orld's 
Greatest Fighters — In Action 15-min- 
iite program and 7 he Big Fight, the 
full-fight-as-fought one-hour program, 
with thorough familiarity with and 
cognizance of the problems of agency 
and sponsor. Specifically, and most 
important, this involves program pro- 
motion and program merchandising to 
secure maximum product - program 
identification for greater sales results. 

Of course, it's obvious that substan- 
tial advantages accrue to national and 
regional advertisers who buy a single 
film property as a vehicle for their ad- 
vertising in several markets. These ad- 
vantages include substantial savings in 
unity of effort, in merchandising the 
program to and through the company's 
salesmen and dealers, plus substantial 
savings in production costs by utiliza- 
tion of identical promotional material 
in all of the markets covered. 

For example, EI Producto Cigars has 
purchased Tlie World's Greatest Fight- 
ers — In Action in Boston, New Ha\en, 
Philadelphia, etc. They are merchan- 
dising this program forcefully on sales 
and dealer levels, as well as to consum- 
ers. In one run, coordinated promo- 
tional material was printed to cover all 
El Producto's World's Greatest Fight- 
ers — In Action markets. 

Compare the substantial cost savings 
involved in preparing one piece for a 
large run as compared to the costs in- 
curred by those advertisers who pur- 
chase a different vehicle in each mar- 
ket and try to do a proper merchandis- 
ing job. Individual promotional pieces 
must be designed and prepared, in- 
volving substantial extra creative costs, 
and extra printing and distributing 
costs as well. 

Further, by purchasing a single film 
property for use in several markets, 
sponsors secure program cost reduc- 
tions on their quantity purchase. There- 
by, the sponsor gets an intrinsically 
more valuable film property than he 
could buy in a single market for sin- 

i gle market use and yet his costs are 

I comparative. 

I The Rainier Brewing Co. w hich pre- 
' viously had sponsored different tv pro- 
grams in different markets, is now- 
sponsoring The World's Greatest Fight- 
ers — In Action in all. Costs per mar- 
ket for program have not increased, 
but substantial savings in every phase 
of production and merchandising costs 
are being effected. And, most impor- 
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(Formerly St. Louis Browns) 

Last 4 years carried Wichita 
Indians baseball exclusive. 

Standard Oil Company of In- 
diana sponsored all at home 
and away Wichita University 
football schedule last 2 years. 

Theo. Hamms Brewing Com- 
pany has sponsored Wichita 
Indians baseball at home and 
away, last 2 years. 

Represented by 
George W. Clark. Inc. 



i 
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MEMO FROM 

DEE RIVERS — 

time-buyers 

GEORGIA'S 

WEAS 

ayid its yiew 

50,000 y-'dtt 

Westingliouse transmitter 
on its same old jreqiieyicy 

1010 

should be Included 
in your Fall Budget. 

COVERAGE + PRICE 

makes It Georgia's 
BEST 50,000 WATT BUY 



CALL STARS NATIONAL 

IN 

NEW YORK — CHICAGO 
DETROIT — LOS ANGELES 
SAN FRANCISCO 
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Within 50 milM of »h« WJPS antennae 
there are 139,860 radio homes. This con- 
stitutes the primary coveroge, ot radio 
station WJPS. 

Month after month during the past year, 
ivansville has been a HIGH SPOT CITY 
as published by Sales Management. It is 
the leading HIGH SPOT CITY in the state 
of Indiana. 

Dominating coverage in a HIGH SPOT 
MARKET means SALES. Let us prove our 
worth to you. 



Robert J. Mclnleih, Cmwal Moiiogw 
liniJiNTiD ir 
Th« derg* f. Hellingbciy Company 



"A RADIO IN EVERY ROOM" 

Ivansville, Indiana 





There's more 
to WISCONSIN 
than 

Milwaukee 



The 53 counties (outside Milwaukee) 
in which WKOW delivers a merchan- 
disablc audience account for almost 
twice as much Effective Buying In- 
come as MiiwauKee, ana oi'cr twice 
as much Total Retail Sales.* WTCOW. 
Wisconsin's most powerful radio sta- 
tion, delivers the mail at less cost 
per thousand than any competing 
station. Aslc Headley-Reed Company 
for Important details. 

*SM Survey of Buying Power, 




liiiil. the coiii|jan\ now lias a liaril- 
liiltiii}.'. Iiij;h impart, large? audience 
projirairt. ami i- >ec-iirin<r iiieasuralil) 
lietler --iilcs le'-iillt. 

It with th(!:;-e fa<l> in mind that 
^omc majoi national ad\ei timers who 
de>'ire extra imjjaet in re<;ional areas 
are now negotiating with us for both 
our (|uarter-hour World's Greatest 
/■igltters In Action and our full-hour 
'I'lic Hip f i[ilit. W ith each program fea- 
turing the l)iggc>t and he-l fights of 
Uuck) Marciano, BoIjo Olson, Kid 
Ga\ ilan and Sugar Ka\ iiobinson. 
mail) ne\ er hef(jre telecast, these pro- 
granrs are prosing a most valuable 
tele\"ision property, lending themsehe? 
to forceful and efTective merchandising 
at all sale? Ic\els. 

L nquestionabi) , important and mea- 
surable advantages accrue to the spon- 
sor who selects a single \ehicle for use 
in man\ markets, from every stand- 
|)oint. 



ROUND-UP 

{Continued from page 67 I 

station has an annual net time sales 
of 85,117. Total national time sales 
come to more than S2.6 million. In- 
cluded in these figures is income from 
spe<:ial Thesaurus shows (holiday pro- 
grams, for example). "One important 
factor in the over-all figure."' says 
Thesaurus, "is the incctme resulting 
from sales of Thesaurus' l.oOO singing- 
(cimmercial jingles. 

» » « 

"K\en if the initial run of a film 
program has a rating of 30.0. 70'f of 
the tv homes still ha\e not \iewed the 
episode and are a brand new audience 
on reruns." That's the first point made 
In KPT\'. Portland, in its current is- 
sue of Ti-.\euslctter. "In addition to 
the 70' f in the example above, the 
article continues, "an average of Xl^r 
of the peojtle who saw the first run 
watch the rerun . . . (or! another 
l().2'^f potential audience ... for the 
rerun. Hetwcen the times of the first 
and s(H-()nd runs, thousands of new 
tele\ isioii homes lia\ e come into exist- 
ence. In an expanding market such as 
Portland, this could mean another 
increase in potential rerun \iewing. 
The station figures that P>r>.2'^f of all 
the t\ htimes in the area are thus pro- 
spccti\e \iewers of a rerun. 

« • « 

"One < ar in 10 iloesn't have a ra- 



dio.'" That's what W'MT, Cedar Kap- 
i<ls. found out when it asked Eastern 
Iowa automobile dealers about the 
number of car radios in the stations 
listening area. "WMT Radio conserva- 
tively lists the |)0|)ulation of W'.MT- 
Land at o\er 3. .5 million people," the 
>-lation sa\s. "This same area con- 
tains almost one million radio homes 
and o\er 33.5,000 radio-ecjuipped auto- 
mobiles. " 

« » 4 

.^-^idewalk superintendent.- feel right 
at home with \V1I?NV-T\, Topeka"s. 
latest progress report on its new 1.010- 
ft. tv tower. The report is made up 
in the form of a board with little knot 
holes cut out. through which can be 
seen scenes of the tower construction. 
• • • 

.Mah(me\ & Howard. Ini-.. .\ew Vork 
ad agency, has formed a foreign adver- 
tising department, said to be the first 
of its kind to adapt cop\ treatment, 
mechanics, production and media se- 
lef-tion to specific audiences here and 
abroad. The ads w ill employ s\ mboU 
and idiomatic references peculiar tij 
the market being sen ed. 

HOOPER Tells the KC 

Story! 

Look at these figures 
une '54 HOOPER 
i.-OO AM-12 N 




The picture has- 
changed! 

Net A — 25.8 

Ind A — 16.0 

(Negro) 

KUDL — 13.4 

Net B — 10.8 

Net C — 9.8 

Ind B — S.i 

Net & — 7.2 

Let yx>ur nearest FORJOE 
office show you the new 
June, '54, C. E. HOOPER 

SOON..,. DENVER, TOOII 




I ^fa!53e#KDKD Iclinton 
g^tN THE ^^^^"^ Kans as' C ITY mar kit 




41 ttifl TA*U 
• NS*1 CITT 
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^ Advertisers 
•?f Agencies 

* Associations 

* Hotels 

* Networlts 
•3f ResearcKers 

* Representatives ' 
•3t Services 

Stations 
^ TV Film Sources 



(ow to keep from getting lost 
I in NEW YORK or CHICAGO 



Ever wonder whether Presba, Fellers & Presha 
ivas on North Michigan or South fF acker? Ever 
worry as you pulled out of Grand Central Station 
how many important calls you forgot during your 
three days in New York? It happens to the 
best of us, at the worst times. 

Next time you're in New York or Chicago make 
every minute and call count by using SPONSOR'S 1954 
pocket-size, 16-page booklet titled ''Radio and TV 
Directory of New York and Chicago." Here you'll 
find names and addresses, by categories, of key 
advertisers, agencies, stations, networks, news 
services, representatives, TV film services, music and 
transcription services, research firms, hotels. 

We'll be glad to send you a Radio and TV Directory 
I on request — with the compliments of SPONSOR. 

P.S. — Don't forget to call on us 
next time you're in town. 




SPONSOR magazine radio and TV advertisers USE 



New York 17.. 40 E. 49th * MUrray Hill 8-2772 

Chicago 161 E. Grand * SUpsrior 7-9863 

Dallas 1500 Jackson * RAndolph 7381 

Los Angeles . .6087 Sunset ' HOIIywood 4-8089 
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The 11 county 
Coffeyville trade 
area is a major 
market of 256,000 
people. 40% larger 
than Tulsa or 
Wichita. 

OUR LATEST 
AREA SURVEY 
COVERING THIS 
TERRITORY RE- 
PORTS THAT 
KCCF HAS THE 
BIGGEST AUDI- 
ENCE IN 45 OUT 
OF 52 MONDAY 
THRU FRIDAY 1/4 
HOUR STRIPS! 
(6:00 A.M. to 
6:30 P.M.) 

Along with this 
loyal home area 
audience, the KGGF 
10 KW signal de- 
livers primary 
coverage to 87 
counties in Kansas, 
Oklahoma, Missouri 
and Arkansas with 
a population of 
2,750.000. 





690 KC ABC 

COFFEYVILLE, KANtU 



■& CO.. Noiionol Repre^eniotlves 






Craig LoirreilC-t*, general manager oj WCHS- 
TV, New York since February 1942, has been ap- 
pointed director oj station administration jor CRS 
Teleiision Division. Sam Cooke Uigges, general 
manager oj CBS TV Spot Sales, becomes WCBS-TV 
general manager: Clark George, Eastern sales man-, 
ager oj CHS TV Spot, becomes T\ Spot Sales gen- 
eral manager. Laurence uas r.p. oj Coules Broad- 
casting Co. (Vf'COP, Boston) jor 10 years bejore 
joining tt'CBS-Tl . Earlier, he managed Cowles' 
first station. KSO, Des .Moines. 



tXrthnr A. BaUey, president of If ard ITh^elock 
Co., Philadelphia, jor past three years, joins Harry 
li. Cohen Advertising, Xew York, as lice president 
and member oj account management group. Bailey 
will be Amm-i-dent account executive, one oj several 
Block Drug Co. products handled by Cohen agency. 
(It got Amm-i-dent account on 1 .August.) Among 
Amm-i-dent s tv activities is alternate-week spon- 
sorship oj Danger on Tuesday, 9:30-10:00 p.m., 
over 72 CBS Tl' stations. A heavy spot schedule 
is being ran on 107 tv stations. 



^llaii C. fSarnitt. advertising manager oj Pall 
Mall cigarettes, recently signed jor a nighttime radio 
program. For three years firm has sponsored Doug 
Edwards, news commentator, on CBS Tl', sharing 
sponsorship with Oldsmobile. Starting \h September 
I'all Mall will sponsor Edwards over jiill CBS Radio 
network three nights weekly If cdnesday, Thursday 
and Friday at 8:25 ta 8:30 p.m. I'all Mall agency: 
Snllivan, Stanffcr. Colwell S: Hayles. .\'ew York. 
A repeat broadcast oj the radio commentary will 
be heard over ITest Coast station,^. 



fflir;/l S. Ilolo, formerly radio and television 
director for Brooke, ^mith. French & Dorrance, I nr.,. 
Detroit, joins Chrysler Corp. as superiisor of tele- 
vision services. His promotion is part of Chrysler's 
big jnll drive to regain its S(des momentum which has 
been sloued down by extra-heavy competition be- 
tween General Motors and Ford. Hole will work 
nndcr direction of John R. Barlow, manager of 
Chry.dcr's adi erti.<:ing srnices. ivhich will produce 
new one-hour weekly ti ''extravaganza" on CBS Tf 
starting M) September. 



SPONSOR 




President, Bissell Carpet Sweeper Company, says: 



if Company, says: .^r^l 

/I 

mr business is r H 



'^Werc prond that our business is 
78 years young . . . still growing and 
still contributing to the growth of this 
thriving comnmnity. JTe're proud of 
the healthy expansion of business as a 
ivhole, throughout the entire W'OODland 
area. W'OOD-TV's increased facilities 
are the natural result of this sound 
continuous area development." 





WOODIand-TV is big territory ! 



Hissell Carpet Sweeper Company ina\ he 
old in years, but it's '"young in heart" — 
and the firm's creati\e thinking continues 
to pay ofT. Tlie new liissell "Sweepmaster" 
has won good design awards from New ^ ork 
to California — and sales are still climhing! 

Throughout the entire WOOD land area, 
youll find ample evidence of creati\e 
thinking — ^aiid increased sales. Its no 
accident that Grand Rapids, trading center 



of Western Michigan, ranks consistently 
among the nation s to|) ten in general hnsi- 
ness increase. And this rich, growing 
Western Michigan market is all yours with 
WOOD-TV . . . first station in the country 
to deliver 316,000 watts from a tower 1000' 
ahove average terrain. For top coverage of 
the primary Grand Rapids market — plu> 
Muskegon, liatlle Creek. Lansing, and Kala- 
mazoo, schedule WOf)D-T\'. Grand Rajiids' 
only television station! 



WOOD-TV 




I GRANDRAPIDS, MICHIGAN 

SgRANDWOOD BROADCASTING COMPANY • N BC. B AS I C ; ABC . CBS . Du M ONT . SU PPLE M ENT AR Y • ASSOC I ATED W IT H WFB M -A M AND 
[tV, INDIANAPOLIS. IND a WFDF. FLINT. MICH., WEOA. EVANSVILLE, IND. • WOOD-AM. WOOD-TV REPRESENTED BY KATZ AGENCY 
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The excitement year 

I'lie fall neluoik lol('\ision patlcrii 
i- the iiKtiil tomplex in the liisloi\ of 
ncluoik lnondcastiiig. Tlu'ir are al- 
liTiiiitc-wecIv piofirain patterns. I here 
are ^pe<-ta( iilnr^ rotatinjr with ihree-a- 
nionlli -Itou-. There are rotation- 
within the rotation;-. K\er\l)0<K. in 
fa< t. is rotating if not spinning w ith 
the no\el twists of tlie season. 

But we predict that ad\erti.sers will 
reaj) their reward in greater \iewer 
eveitenient than has heen known since 
the first (lavs of tele\ ision. W'e |)rediet 
greater tune-in and more viewers 
around the set in response to the slini- 
ulu*- of n(>w and more costK ?liows. 



You'll find telf\i-ion roA- aiialjx.ed 
thi> i-!-ne in the arlii le starting jtage 
"59. A<compan\ ing the arti<le is a 
li-t of the tal<-nt an<l jtroduction eost* 
of '.poiii-orcd network Iv j)rograms. 
^"oine of tiie cxcitenient of tlie season 
eome- aero-- a» y>u 'Caii the show 
lo-ter. Hwt )ou cau l help being struck 
alxt 1)\ the stead\ clind) in show costs 
()\ei- tlie seasons. W'eekl) costs once 
labeled fabulous arc now be<-oniiiig 
a\ ei age. 

\\ ariiings ahoiil t\ costs had become 
a cliche <jf the indii lr\ in seasons j)ast. 
Hut it s coiiiiiioii sense to conclude that 
somewhere there has to be a ceiling. 
It's to he hoj)ed this \ear will be the 
one in which costs reach their leveling 
oil point. It's appropriate to recall that 
-tars and dollars are not the oiil\ mag- 
nets for audience. Sometimes the shows 
built on successful execution of out- 
standing ideas last the longest ai, audi- 
ence favorites. 

Government pressure 

If ad\ertisers lia\e e\er woiulered 
wh\ radio and television sometimes 
seem permeated b\ the "pla\ -it-safe ' 
j)liilosoph\ , the Bricker iiu estigation 
brewing in Washington helps explain 
it. The networks are fa<ed with the 
prosj)ect that they will have to appear 
and spend endless hours in testimony 
this January at the behest of Senator 
liricker and the Senate Commerce 



Coiiiniiltee. No other business has to 
oj)erate under this kind of poised axe. 

It has not been made clear what re* 
(juires iii\ estigation. Indeed maih 
Washington observers read signs be- 
tween the lines of personal pique b\ 
lirickcr o\er the manner in which net- 
work coimneiitalors reported his rec ent 
uiisucce-sful atlemjil to revise the 
Ireatv-inakiiig j)owers of the President. 
As committee charrniaii the Senator is 
in a position to call the industr\ It) 
ac<'ount for ai)\ reason at all. 

Go\ernmeiit regulation of broadcast! 
frecjuencies is as necessary as traffic 
regulation on the highways. But are 
there enough saieguards to prevent 
government regulation from keconiing 
government rulership by innuendo? 
Perhaps the real inve-ligalion ought to. 
be into modernization of government 
legislation and procedure in supervi- 
sion of radio aitd television. 

Broadcast frequencies are a nalfiral 
resource of the United Stales ajid 
should be used in the public interest as 
provided by the Communications Act 
of 1934. But since that act was writ- 
ten radio-tv have emerged as far rtiore 
important to the nation than could 
have been conceived at that time. The 
broadcast media were not then the na- 
tion's primarv source of information 
and entertainment. Thev are todav. 



Applause 



Frank Stanton's editorial 

CBS President Frank Stanton's plea 
to ""lift the curtain of silence" im- 
posed (jii radio and television in the 
i iiirciit hearings on the resolution to 
censure Senator McCartliv advanced 
tli<> <-ause of e<|ual fights for ele< troiiic 
jon rnalisiii. 

1 he stniggle has been raging for 
more than a (piarter of a century, and 
much j)r()gress has been iiiade. Never 
before. liov\evei. has aiiv responsible 
radio and tv interest taken the is^ue 
directlv to tli(> public through tlw verv 
facilities whi(di time and again have 
brought the news to \merica - homo- 
faster ami with greater impact than 
ever Irefore. Not to re-i>t tlii- con- 



tinuing Congressional discrimination 
against air media was unthinkable. 

CHS chose to j)resenl its case as fair- 
Iv as good democratic traditions dic- 
tate by ofTering an equal o])portuiiity 
to llie opposing view. 

If radio and tv are to be dv iianiic 
news media as well as eiiterlaiiiinent 
vehicles their rights to present the news 
in the form best suited for j)ublic in- 
formation and appraisal must not be 
curbed. In deiiv ing that right to nevv.- 
niedia upon which millions of j)eople 
dej)en(l for Information and enlighten- 
ment the public interest is (dearly be- 
ing challenged. 

\.s Frank Stanton said. . . radio 
and t(4e\ i-ioii cannot continue to plav 



their rightful role in electronic jour- 
nalism if they are not allowed to do s'l. 
W e at CBS earnestly believe that ili 
these times anv means of coinmunita 
tioii which can help bring light, stiniu 
lus and knowledge to tlie minds of men 
must be kept free and open lo al 
points of view. 

"It is for this reason that we at CB^ 
ask )our support in our efforts to lif 
the curtain of silence that has descend 
ed on the forthcoming hearings. W 
a-k the committee itself to reconside 
its ruling against radio and televisioi 
so that V ou. silting in vour own Iioiik 
alwavs ma\ exercise one of your mo- 
pre<ious rights: the right to be it 
formed. " 
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EFFECTIVE SEPT.26 on UJTLEm-TV 
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uincm-TV 



Serving SAGINAW, BAY CITY, 

NBC 

1. GERITY Jr. PRES. 




MIDLAND & FLINT — 289,793 SETS 

DuMont 

J.H. BONE Gen. Mgr. 



jjADLEY-REED, NEW YORK CHICAGO ^MICHIGAN SPOT SALES, DETROIT , MICHIGAN / 



District Commissioners 
Renah F. Camalier, Samuct Sponcer and 
Brig. Gnn. Louis W> Prontiss 




Public service sells goo(ls...on WWDC! 

best radio buy I ever madel^^ 

— says JACK BLANK, sponsor of "REPORT TO THE PEOPLE ' 



Tlie biggest Pontiac dealer in greater 
Washington Arcade Pontiac started spon- 
soring "Report to the People" (through Kal, 
Ehrlich & Merrick) three years ago. It's really 
a public service show featuring the three 
District Commissioners on a rotating basis. 
They discuss district problems and answer 



off-the-cuff questions from reporters. 

Year after year this show sells Pontiac 
automobiles for Mr. Blank. Every show sells 
on WWDC! WWDC can sell for you, too, in 
the always-rich rnarket of Washington, D. C. 
Let your John Blair man tell you the whole 
WWDC story. 



Jack Blank of Arcade Pontiac 



The "results" station 
in WASHINGTON, D. C. 




REPRESENTED NATIONALLY BY 
JOHN BLAIR d CO. 



